





ROBERTSHAW 


“AutomatiCook” 


Wonen, everywhere, now want a range 
with a Robertshaw. They want the freedom 
it brings from oven watching. They want the 
certainty of correctly cooked meals. And they 
know, too, that-the Robertshaw is the first 
thing to look for when they buy a range. 


This year, more than ever, you must show 
your customers that they are getting extra value 
for their money. Consistent Robertshaw ad- 
vertising over a period of years has told the 
women of America that the Robertshaw is 
vital to good cooking. More than a million 
and a half Robertshaw equipped ranges have 
proved it. 


No woman is willing to put up with obsolete 
cooking equipment once she knows, and sees, 
how much a Robertshaw fitted range can 
mean to her. Be sure you know the wide 
choice of leading ranges that are made with the 
Robertshaw. Just drop a line to Robertshaw 
today. 
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ROBERTSHAW THERMOSTAT CO. 


YOUNGWOOD e PENNA. 
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‘' ACCO TENSO CHAIN 


There is a constant demand for this profit-making 
chain. For selling convenience Tenso Coil Chain 
and specialties such as Dog Leads, Cow Ties 
and Porch Swing Chains are packed in cartons. 


ACCO Tenso Chain is a fast mover. 
Check your stock and put in a good 
assortment of sizes. 






Acco 
CHAIN SPECIALTIES 


Coil ee Plumber and Safety 
and Weldless Chain 

Steel Loading Chain Well Chain 

Log or Binding Chains Trace Chains 













Porch Swing Chains Heel and Butt Chains 
Hammock Chains Breast and Halter 
Sash Chain Chains 

Dog Chains Repair and Lap Links 


Wagon Chains Hooks, Cold Shuts, etc. 
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THE ARMY OF TRAPSHOOTERS 
REPRESENTS A REAL MARKET 










There are really two markets for trap- 
guns. There is what you might call 
the general market composed of thou- 
sands of sportsmen who shoot at the 
traps, but who do not want to go to the 
expense of a special trap-gun. They 
want guns that can be used both at the traps and 
in the field. Then there is a smaller market made 
up of the experts who demand guns especially de- 
signed for trapshooting. 

You want to be prepared to advise any trap- 
shooter and get his business, whichever group he 
belongs to. In another advertisement we shall talk 
about Remington’s special trap-guns. Here we 
want to tell you about the Remington Models 29 
and 31, in standard grade. 

The most important difference between the stand- 
ard grade and the special trap-guns is in the drop 
of the stock. Special trap-guns are straighter than 
most guns designed for field shooting. However, 
many championships have been won with standard 
grade Remingtons and many more will be won with 
them. Practically all.trapshooters use full-choke, 12 gauge guns, weighing 
from 714 to 8 pounds, with 30 or 32 inch barrels. 

All these requirements are met in the standard Models 29 and 31. The 
Model 29, because of its sensationally low price, will be widely chosen. It has 
bottom ejection, which many prefer. It is a thoroughly fine gun in every 
respect and its present price represents tremendous value. It’s a real bargain. 

The Model 31 is a newer model with shorter stroke, faster action, and side 
ejection. It makes single loading easier, and shooters who want this feature, 
and the many other improvements embodied in this gun, will gladly pay the 
difference in price. ’ 

You should have these guns in stock and be able to sell them over the 
counter. Your jobber will supply you. Write for booklets on the Model 29 


and 31 and on trapshooting. 


SPECIFICATIONS: Model 29 “Standard” Grade. Take PEt 
down, hammerless, solid breech; 12 gauge, 6 shots. Cross ejection. 
bolt safety. Standard length barrel 30 inches; also fur- 
nished in 26, 28, or 32 inch. Cylinder, modified or full- 1 
choke. Top of receiver matted; American walnut pistol inches. 
grip stock and fore- 
end, both finely check- 
ered. Stock 1334 inches 
long, 234 inch drop at 
heel, 154 inch drop at 
comb. Weight about 
7¥% lbs. 





SHOOTING PROMOTION DIVISION 


Model 29 
Standard 


Retail Price 


$33.75 


rear, 12 gauge, 3 shots. 
length barrel 30 inches. 


Remingion, 





Model 3! 
Standard 
Grade 






Retail Price 


$43.50 








SPECIFICATIONS: Model 31 -“Standard” Grade. Side 
Take down, hammerless, solid breech top and 

Cross bolt safety. Standard 
Also furnished in 26, 28, or 32 
Cylinder, modified or full-choke. Top of receiver 


matted. American wal- 
nut half pistol grip 
stock and _fore-end, 
both finely checkered 
by hand. Stock 14 
inches long, 2%4 inch 
drop at heel, 154 inch 
drop at comb. Weight 
about 714 Ibs. 


REMINGTON ARMS COMPANY, Inc., BRIDGEPORT, CONNECTICUT 


ORIGINATORS OF KLEANBORE AMMUNITION 


© 1932 R. A. Co. 
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Full Stocks Assure Fast Service 


The illustration will give you an idea of the immense stock of 
American Wire Nails which we have on hand at strategic points 
throughout the country. American Wire Nails are loyal servants 
as they embody all factors that make for perfection. 


Your customers’ satisfaction is assured when you sell American 
Wire Nails as carpenters and all nail users are always satisfied 
with nails they can depend upon. Write for full particulars re- 
garding American Wire Nails, Pearson Cement Come Nails, 
American Wire Tacks and Peerless Tacks. 


1831_s 1932 
AMERICAN STEEL & WIRE COMPANY 


208 South LaSalle Street, Chicago eaten or unrren [OS srares evan. conrcearan And All Principal Cities 
Pacific Coast Distributors. Columble Stee! Company, Russ Building, Sen Francisco Export Distributors: United States Stee! Products Company, New York 
See ———————oo—e—EeeEe—Eeeee——e————e————EeE—E—E—EEE 
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EXPLAINING WHY 


Millions of Women 


; 
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prefer Pyrex Ovenware 
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T all sounds like a housewife’s — 


beautiful dream, but scientists 
have tested it out with stop-watch 


and oven thermometer, and they say . 


that the ladies are right! 

So if you want to save money, put 
your Pyrex dishes to work and try it 
out for yourself: Follow the delicious, 


_thrifty-menus contained in our free 


book offered below. 

ste sea cant punnestee 
a two-year replacement guaran 

_ against breakage from oven heat.) 

‘FREE . . BOOK OF 30 MENUS. Whole meals 
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their brand of resistant glass. 
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HE first young woman in the 

advertisement shown at the left 
says Pyrex Brand Ovenware saves 
her money; the second that it 
cooks foods quickly to a turn; 
the third says it saves time and 
trouble. 


There you have the three major 
reasons why so many American 
housewives prefer and use Pyrex 
Ovenware... why it sells so quickly 

. . 8o readily . . . in your store. 


But that’s not the whole story. 
There’s another important reason 
why Pyrex Ovenware moves so fast. 
It’s Pyrex Ovenware national 
advertising. 


PYREX 


CN, 
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Year after year, this national adver- 
tising has been building wide accept- 
ance for Pyrex Ovenware. Such popular 
women’s magazines as Woman’s Home 
Companion, Ladies’ Home Journal, 
Good Housekeeping, McCall’s, Deline- 
ator, Farmer’s Wife, Better Homes and 
Gardens, American Weekly, and Ameri- 
can Cookery have made Pyrex Ovenware 
well known to literally millions of women. 


Small wonder then that a product with 
distinct qualities women want and need, 
advertised continuously in the magazines 
they read most, should attain such 
country-wide preference . . . should be 


such a fast, profitable seller. 
“PYREX” is the registered trade-mark of 
Corning Glass Works and indicates their 


brand of resistant glass. Prices slightly higher 
in the West and Canada. 


OVENWARE 


CORNING GLASS WORKS...CORNING, N. Y. 




















THESE QUICK-ACTION 











DOORS ARE PROVING A BIG 

















BUSINESS ASSET 


for service stations anxious to impress 
motorists with their modern equipment. 








The neat appearance of these doors 
inside as well as out is further enhanced 
by the simple yet positive working 
om of the mechanism of this 


DOOR 


900 Ne. Natienal SET 


The doors are of white pine with three- 
ply fir panels and are furnished with 
hardware attached, assuring accuracy 
and simplicity of installation. 





Many exclusive features are incorporated in this set, such as special cam 
closing, rabbeted joints to keep out moisture and quiet-operating ver- 
tical springs which perfectly counterbalance the weight of the doors. 


Builders everywhere heartily endorse this ultra-modern door set for 
both commercial and private garages. Investigate today! 


National hardware is sold direct to the retail dealer—a policy 
that promotes quality, service and direct selling cooperation. 
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Emery Cloth in bundles 
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Sandpaper Rolls 





Wood-Working Paper Rolls 
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PROGRESS 


6 becca YEARS ago we introduced 
the first grinding compound to the 
world—Clover Compound is still leading 


the industry, both in quality and in sales. 


Five years ago we entered the Coated 
Abrasive field—at first made only Sand- 
paper and Emery Cloth, which rapidly 
gained favor and is now found on the 
shelves of the leading jobbers and dealers 


the country over. 


We have kept right on—enlarged our 
plant and equipment, so that now we make, 
besides Sandpaper and Emery Cloth, Alumi- 
nous Oxide Metal-Cutting Cloth, in 
sheets, rolls, belts and discs—Aluminous 
Oxide Paper Rolls for wood-working 
and floor-sanding—Garnet Cabinet and 
Finishing Papers and Garnet Roll Goods 


for belt and drum sanders. 


Where, at first, we limited our sales to 
the shelf hardware trade, now we offer the 
mill-supply trade everything it requires 
in this line. 

Clover quality has never been questioned 
—Clover prices are always low—there is 
nothing better to be had than Clover Ser- 


vice. 
Won’t you allow us to submit samples 


and quote? 





Water-Mixed sine ponents 


ompoun 





Aluminous Oxide Economy Rolls 





Aluminous Oxide Cloth Sheets 
in bundles and boxes 


Metal-Cutting Belts 








Metal-Cutting Cloth Rolls 








CLOVER MANUFACTURING COMPANY 


NORWALK, CONN., U. S. A. 


SANDPAPERS 
METAL-CUTTING PAPERS AND CLOTHS 
WOOD-WORKING PAPERS AND CLOTHS | 





CLOVER GRINDING AND LAPPING COMPOUND 


| 


f 


= 


= 


E. B. GALLAHER : 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of : 
| Green-Stripe Sandpaper 
| Red-Stripe Turkish Emery Cloth—for polishing 
Yellow-Stripe Aluminous Oxide Cloth—for cut- 
__| ting hard metals. The universal shop abrasive _ 








Orange -Stripe Garnet Paper—for wood-working 
| Clover Grease-Mixed Grinding Compound 
| Clover Water-Mixed Valve-Grinding Compound 


_Name 
“Address = 
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Nature recognizes no de- 
pression. She doesn’t stop 
producing an abundance of 
fruits and vegetables just be- 
cause times are bad. 

Result: Low prices—ridic- 
ulous by comparison with 
former seasons. 

On 3,000,000 farms—in 
as many small-town homes— 
in a number of homes in 
large cities—the problem of 
food for next winter is being 
solved this Summer partially 
by old-fashioned home can- 
ning. 

* 

Three generations have 
known and used Conservo— 
the steam canner. It is a 
staple product in most hard- 
ware stores. 

The popularity is well de- 
served. Conservo is the most 
practical, common-sense can- 
ner on the market. 


Low prices 


and 
plenty of time 


navel cos 
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CONSERVO 





Big capacity! Holds four- 
teen quart jars. It is easy 
to operate. . No gadgets or 

gauges. It’s perfectly safe 
and results are sure! 

And this year CONSERVO 
prices have been reduced— 
the first time in history. 

CONSERVO is distributed 
by reliable jobbers through- 
out the country. Order a 
stock today so you can make 
up a good canning equip- 
ment display. 


The 
Swartzbaugh Mfg. Co. 
Toledo, Ohio 


Manufacturers of Appliances for the 
Home Since 1884 


Is your electrical department pro- 
ducing the profit it should? Write 
for a talog of iq Everhot 
appliances —— appliances that don’t 
compete with anything else in your 
store. Learn about the new Everhot 
Hot Bed Heater and the Wupee 
Electric Worm Charmer. 
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SHOCK BAND 











SOCKET WELDED 

















6 a“ 
6” WOOD EXPOSED 
i 
RIVETS 
HORIZONTAL 
Ce 








FAMOUS A B W BRANDS 


O. AMES HUSKY 
REDEDGE PACEMAKER 
MONONGAH HUBBARD 
KNOX-ALL SOCKET 
BRONCO SHANK 
PONY GOLD BUG 
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SHOCK BAND 


on its Solid Shank Shovels 
21% stTRONGER HANDLE 


HE “Danger Line” of a Solid Shank shovel is in the 
handle just above the socket. Here is where the brunt 
of the prying strain is borne. 


We have centered our attention here and by the 
adoption of the ABW Shock Band, (Patent Pending), 
have strengthened the handles of our Solid Shank shovels 
21% —— incidentally we have slightly reduced the weight 
of the shovel. 


Stronger, lighter, tougher and with a better balance, 
ABW Solid Shank Shovels have four new improvements 
in which you will be interested. 


Four New and Exclusive A B W Features 


I The Shock Band is mounted, (under pressure), around the handle 
at the point of greatest strain between the handle and shovel 
socket. Result 21% stronger handle. 

2 We have welded top of socket preventing its spreading and 
opening under prying strain. Shoulder of socket meets shock 
band eliminating the cutting of the wood so common in the 
ordinary shovel. 

3 The Shock Band in combination with the Armor-D handle re- 
duces the exposed wood section of the handle stem to 6”. 
(The average Solid Shank Shovel has 11”.) 

& Rivets are inserted horizontally instead of perpendicularly. In a 
prying strain, the top and bottom wood fibres are under pres- 
sure. The horizontal rivets therefore do not pierce the fibres 
under tension. 

One-piece Blade, Shank and Socket forged from high carbon 
quality Steel, heat treated. Handles are selected Northern Ash, 
equipped with the famous Armor-D handle. 

The AB W Shock Band is now standard equipment on all AB W 
Solid Shank Shovels and without any additional cost to you. A 
complete line is now ready for immediate delivery. Whatever the 
preference... Solid Shank, Plain Back or Hollow Back, there’s an 
ABW to meet your needs. 


ASK YOUR JOBBER 


AMES BALDWIN WYOMING SHOVEL CO. 
PARKERSBURG, W. VA. 











YOU sell 


THE NEW 


ARBORSNDUM 


REG.U.S. PAT. OFF. 


N266 
HOUSEHOLD 
SHARPENER 





- SELLING like those proverbial hot 
cakes—this sensational new household 
sharpener designed to sharpen STAINLESS 
STEEL and other knives without marring or 
scratching the blades. 

And now these attractive displays to in- 
crease your sales. 

One is the attractive window card done in silver, 
black and green—the other a handy little display 
rack carrying and displaying a dozen of the sixty- 
sixes—handles in green, yellow and blue—card 
and display rack free with a dozen order. 

Don't forget the other new Carborundum Brand 
Product—the No. 46 House and Garden Stone for 
sharpening lawn mower knives, hoes, spades, garden 
shears, etc. It's another sensational seller. 


The Carborundum Co., Ltd., Manchester, England 


Shese Displays will help 


The New 
No. 46 Stone 


THE CARBORUNDUM COMPANY, NiAcara FALts, N. Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in New York * Chicago * Boston * Philadelphia * Cleveland » Detroit * Cincinnati + Pittsburgh + Milwaukee * Grand Rapids + Toronto, Ont. 
Deutsche Carborundum Werke, Reisholz bei Dusseldorf, Germany 


( carsorunoum 1S A REGISTERED TRADE MARK OF THE CARBORUNOUM company ) 
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VLCHEK PARATHIN, PARALLOY 
THE FINEST IN WRENCHES 





cre 








FINEST QUALITY DRIVERS 
SUPER ALLOY, ALLOY, GLADIATOR 











VLCHEK VANADIUM 
CHISELS AND PUNCHES 





“It must be low priced”, 
says one customer. “I want 
your highest quality”, 
says another. Though far 
apart in their demands, 
they are on common 
ground in demanding 
FULL VALUE in the mer- 
chandise they buy. 


The complete Vichek line 
embracing both price and 
quality items makes it 
possible to offer full value 
in both classifications. And 
you serve all customers 
from one low inventory 
from which profit sapping, 
surplus andduplicateitems 
have been eliminated. 


THE VLCHEK TOOL CoO. 
3006 East 87th Street, Cleveland, Ohio 


‘IN EVERY PRICE RANGE 
VLCHEK Offers 
Outstanding Value 


POPULAR 


PRICE 
aan ©) 





yD © 





VLCHEK HIGH CARBON STEEL 
POPULAR PRICED WRENCHES 





f 





BUCKEYE, EUCLID, INSULGRIP 
VLCHEK POPULAR PRICED DRIVERS 














HIGH CARBON STEEL 
CHISELS AND PUNCHES 
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“ALL PURPOSE” CHISEL AND 
PUNCH SETS AND“FITZ-ALL” 
WRENCH SETS—POPULAR 
ITEMS PIONEERED BY VLCHEK 


Gu, 
2. 
ANTEED Toor 
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ALLY TESTED TO INCLUDE ALL THE ITEMS THAT ARE PROFITABLE TO CARRY 
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New Profits | 


from the Soil! 





Will Buy 





Ball Bearing Casters 


When you show them how these 
casters protect carpets, rugs and 
floor surfaces. The heaviest 
furniture is easily moved with- 


out — slightest damage to floor CON CEAL ED 
or floor covering. GARBAGE CAN 





bd 
Roll em When you sell WITT Underground Cans in 
‘ ” your territory, you harvest a crop of good 
Keep an “ACME” caster profite! 


handy. Roll it across 


t : Th 
hi ceeiee tat te No other Can has so many advantages e 


only ALL hot-dip galvanized Underground 


customer roll it, A Can on the market; guaranteed for ten 
demonstration results years; quickly and easily installed without 
in many sales during expense; out of sight and can’t be upset; 


contents will not ferment in summer nor 
freeze in winter; made in five popular sizes 
to meet every need, 


the day and that means 
more money in the till. 
“ACMES”’ sell as easily 


as they roll and the There are other reasons why this better Can 


will help to increase your can sales and 











profit is generous. profits. Ask your jobber—or write to us 
Send for sample ee 
and prices The Witt Cornice Company 
THE SCHATZ MANUFACTURING CO. 2114 Winchell Avenue ~- Cincinnati, Ohio 
POUGHKEEPSIE NEW YORK 
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: TO A COMMON INTEREST 
widely 
‘HE executive of an industrial plant, the owner of a 
small garden, the student of tools and their uses, the 
farmer and the lumberman have different points of 


view in many respects but they have one common 
interest in files. 


Brae aha. Ae 


To appeal to this common interest, the Nicholson File 
Company uses a number of widely different publica- 
tions — a selected list of newspapers, Time, Popular 
Science Monthly, Country Gentleman, Mill & Factory, 
Lumber Papers, The Carpenter Magazine and others. 
tse All carry the story of Nicholson Files written from the 


USA. readers’ point of view. 


(TRADE MARK) 





awe wen This advertising to acommon interest in different types 
EVERY PuRPosE Of people is creating sales and profits for you. 


At Your Jobber’s 
NICHOLSON FILE COMPANY 


Providence, R.1.,U. S.A. 
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GRIFFIN HINGES 











Make Quick Sales 


SELF - 
OILING 








Points 


YERS —the original 
line of self - oiling 
power pumps for shallow 


with these Selling 


ENCLOSED : 
and deep wells -with a 
GEARS thoroughly established 
— background of outstand- 
EXTRA ing success over a long 
LARGE term of years offers indis- 
VALVES putable evidence of greater 
= opportunities for profit- 
IMPROVE D able power pump busi- 
METHOD OF & ae. 
POWER Mechanical excellence, perfect 
APPLICATION lubrication, increased volume, 
ERR extreme motive economy, low 


HIGH SPEED 
HEAVY PRESSURE 
LARGE CAPACITY 





prices—values not to be ap- 
proached by many other types 
of self-oiling power pumps— 
are so outstanding from the 


|} service point of view that 
aes Bien O — aa a afford =: pinnacle of 
: - tn. . sellin wer for dealers. 
No. 220 Size of Butt — 3g x 34g In ECONOMICAL aiieits , 
DEPENDABLE 


N lovely homes 


where details mean so much 





are found--because they com- 


bine sturdy, practical quality 


with precise uniformity and 


© 


superior finish. 


RIFFIN 


ufacturing Company 





ERIE, PENNSYLVANIA 





- 




















THE F. E.MYERS&BRO.CO 


ER 


BULLDOZER 








EL Oe 


A REGISTERED 
TRADE NAME 














it 





jit 


& ASHLAND, OHIO.24 


es srt 
eBay 9. 


oar aig 


PPoe 


——— 


Branch Offices:- ASHLAND PUMP AND HAY TOOL WORKS 
NEW YORK: 45 Warren ST. BOSTON: 113 PURCHASE Sr; 


CHICAGO: 162 N. CtINTON St. SAN FRANCISCO: 703 Marker Sr. 
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Buyers Want Values 


You Want Profits... 


HE OSBORN NO. 1933 Varnish Brush Assortment 
is “in tune with the times”. High quality . . . low 
price... real VALUE... that’s what MAKES people 


buy these days! 












Here’s the assortment: 8-1”; 8-1%”; 8-2”. Smart black 
and white handles. Pure bristle. Packed in an attractive 


display box that demands ATTENTION. 


Suggested retail prices: 
1-15e 1%4°-20¢ 2-25¢ 
Ask your Jobber or write us for complete information. 


JHE OSBORN MANUFACTURING COMPANY 


5401 HAMILTON AVENUE +: CLEVELAND, OHIO 
Sales Branches: New York, Detroit, Chicago, San Francisco 


Actual size 
of the 1%” 
Osborn 1933 
Varnish Brush 










The Osborn 
1933 Varnish 
Brush Assortment 
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They All Require Good Gun 
Cleaning Implements 


Authorities tell us there are approximately twenty million t 
trap shooters and game hunters in the United States. All | 
are purchasers of guns and ammunition. Whether they P 


ee use shot guns or rifles all require good Gun Cleaning 
Implements. 


Ne. 141B Brass Rifle Cleaning Rod 
22-50 Cal. si . 
Whenever you sell firearms and ammunition call attention A 


> eee to UNION HARDWARE Shot Gun and Rifle Cleaners. 
Their use insures CLEAN BARRELS because they clean 











thoroughly and remove all pitting and corrosion. The 
UNION HARDWARE Line includes dependable Cleaners 


as well as Loading and Cleaning Sets-in all popular pat- 
terns. They are good sellers, give entire satisfaction and 
return a good margin to every dealer. Keep stocked on 
the well known UNION HARDWARE Line. 


————— Your Jobber will supply you. Send 
for Gun Implement Catalogue No. 4 


NN demas 


No. 248 Bristle and Brass Wire 
Shet Gun Cleaning Brash 





Reg. U. S. Pat. Off. 


ee TORRINGTON, CONN. 
New York Office 151 Chambers St. 




































Ne. 246B Rifle Cleaning Brush Established 1854 
25-50 Cal. - 
Poeendiiie BE SURE fe 
noted BE SAFE fi 
for their BUY & 
strength, eae: ee BABCOCK 
wanes «!\ Bt SPRUCE LADDE aes 
durability TRADE MARK LADDERS 
MEN RISK THEIR LIVES ON LADDERS * H 
LADDERS FOR EVERY 2 









PURPOSE 































latest price sheet. 


W. W. BABCOCK CO. 
BATH N. Y. 
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KITCHENKOOK 











MAKES AN OIL STOVE - and a good one 


A better oil stove for less money! That’s what your trade 
demands these days—and the woman who is buying a new oil 
stove this year is spending her money with the hardware 
dealer who can meet that demand. 

But—the dear lady is NOT looking for a CHEAP oil stove. 
You can’t interest her in a low priced stove when she can see 
with half an eye that the quality has been left out. She wants 
the best oil stove she ever saw, at the lowest price she ever 
= You have to sell her first on the idea that you have the 

ighest grade oil stove on the market — and secondly that 
your price is lower than the other fellow’s. 

That's a tough job? No—not if you have some KITCHEN- 
KOOK oil stoves on your floor. Show her the Level-Lift 
Burner. Go through the construction of this burner from 
A to Z. Demonstrate how it keeps the wick always level. 


360 Furman Street, Broox.yn, N. Y. 
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Explain how it prevents a high flame on one side of the wick 
and a low flame on the other, and how this makes the wicks 
last longer. Show the advantages of a wick gear which is 
positive in action—which raises and lowers the wick from both 
sides at the same time—which makes it impossible for the 
wick to stick or crumple in the burner. Show the newly de- 
signed, marbleized porcelain chimney which increases the 
efficiency of the burner 20%. Don’t be afraid to talk cooking 
speed and clean, odorless combustion, for the KITCHEN- 
KOOK is second-to-none in these respects. 

Getting the oil stove business is just a question of having a 
good line, knowing that line, and talking it. KITCHEN- 
KOOK is the good line, it has plenty of features to talk about, 
and KITCHENKOOK prices will close the sales. Write for 


full information. 


4242 Hollis Street, OAKLAND, Ca.iF. 





AMERICAN GAS MACHINE COMPANY, Inc. 


ALBERT LEA, MINN. 
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NOTE—A LIST OF 
HARDWARE RETAILERS 
IS ‘NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


tT 1§ OBTAINABLE AT THE LOW PRICE OF 


$10.00 


PER COPY 


USE THIS COUPON TO FILL YOUR 
REQUIREMENTS PROMPTLY 


239 West 39th Street, New York 
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HARDWARE AGE VERIFIED LIST 


GENTLEMEN: 
Kindly send me .... 
a Ee ere ry eee eo 
EPIL his 's'o nad whe ke Babe Cae hak oie 





PURCHASE NOW! 





THE TWEt?TSA €OtTienr wT 


HARDWARE AGE 
VERIFIED 
LIST 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 
WHOLESALE DISTRIBUTORS MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


WE need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 
sored by HARDWARE AGE. 

It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 
buyers. 

Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 
ly advantageous to give copies to their road salesmen and 
district representatives. 
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| Good Housekeeping 
\%, ° Institute we 
. Candmdiod by 

OUsEKEEPING MACE 






The Good Housekeeping Insti- 
tute’s seal of approval was given 
to HUMPHR YES MIRARD Sinks 
after six months of exhaustive 
tests in the kitchens of the Insti- 
tute. 

Housewives know that this ap- 
proval protects their pocketbooks 
—jt increases their confidence in 
the product and in the dealer who 
sells it. 













ODAY when other things are moving 
slowly—Kitchen Sinks can be sold. 
And HUMPHRYES MIRARD Kitchen 
Sinks, with their glowing glossiness and 
flint hardness, feature better 
established quality and satisfaction. 


values— 


They have everything Mrs. Housewife 





The Patricia Double Drainboard Kitchen Sink 


Al brand new idea for selling Kitchen Sinks 


new customers--new sales --new profits 


MIRARD Kitchen Sink and other items 
for the kitchen. 

When you get Mrs. Housewife in the 
Model Kitchen, she will not only see the 
Kitchen Sink, but the range, the refrig- 
erator and other small items on display. 
You will not only sell MIRARD Kitchen 


A, 
would want in a Kitchen Sink— \)) Sinks but other items, and many 
up-to-dateness—white or colored— == = cases—the complete kitchen. 
low, under-the-window back—ap- 50 YEARS There's profit for you—profit in 
proval of Good Housekeeping In- OF dollars—profit of increased sales, 
stitute. PROGRESS especially now when building and 

Here is a sales maker idea for 19 3 2 remodeling is being done. Cashin 
you. Just install a Model Kitchen on this businessnow. Investigate 


in your store for displaying the 


MIRARD today—use the coupon. 


HUMPHRYES MIRARD Kitchen Sinks 
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VES’ promise of “Quality at a price’”— amazingly achieved. Never e 

before such color, beauty, construction and realism at anything like F 

the price. The Ives 1932 Electrical and Mechanical trains are the pin- é 

nacle of 64 years of manufacture, and justify Ives prestige since 1868. : 
oe j; ‘ fe 
ee ee ee ae Here’s your opportunity for real profit. Stock and display Ives’ line and € 
acacia prove for yourself that Ives is not only the greatest value in the field but : 
also the most profitable. e 

No. 1590 — $1.25. Other Mechanical Mod- 3 

els—$1.25 to $5.00. Ives Mechanical Line E 

with its many new features is the out- Be 

standing mechanical line in the field. Lo- Es 

comotives stamped of heavy gauge steel, be 






have brakeanddoubleringing bell.Perfect 
mechanism, easy-winding, silent in oper- 
ation and long-running. Unusually liberal 


No. 1803 — $4.50. Other Yankee ; : é ; 
discounts on the entire mechanical line. 


Models — $3.25 to $4.50. Yankee 
Line sold complete ready to run 
with Transformer in station. 4 
handsome steam and electric type 
outfits. Greatest valuein low-price 
electric trains. 








Ives complete “O” Gauge line from g 
$5.95 to $17.50. Most unusual trains é 
in the industry. Latest stream line lo- ; 
comotives, positively life-like, well- Z 
a — ™ proportioned, handsomely enameled P 

No. 1613 — $7.50. Three 8-wheel car train with brand new locomotive, cilities and lithographed cars. See them in . 
g 

& 





box. Concealed headlight, realistic piston action and pilot truck on locomotive. our complete catalog. 
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No. 1616 — $17.50. The most distinctive electric type, hand built and handsomely colored. Removable top feature, 
reverse locomotive ever designed. Realistic piston action, interior illumination, hinged and sliding doors. First 
front and rear headlights. New stream line cars, sturdily “O’ Gauge 12-wheel outfit ever offered. 55" long. 














No. 1736 E — $40.00. A popular train n full of play nen 6 Other anond Gage Electric Outfits from $15.0 00 to 0 $40. 00. be 
interesting freight cars pulled by a beautiful and powerful Newly designed locomotives and cars. Not only the most © 
locomotive. Nothing compares with it in value. sensational line but positively the greatest value ever offered. 

Write for our interesting Dealer Proposition ' 


THE IVES CORPORATION 


Sales Headquarters: 200 Fifth Avenue, New York 


Factory and Service Division: Sager Place, Irvington, N. J. 





WESTERN REPRESENTATIVE CANADIAN REPRESENTATIVE SOUTHERN REPRESENTATIVE 
Sidebottom &: McClellan Herold F. Ritchie, Ltd. F. A. Jones 
717 Merket Street 10 McCaul Street Rhodes Haverty Building 
fan Francisco, Calif. Toronto, Canada Atlanta, Georgia 








‘The Oldest Train Manufacturer with the Newest Line” 
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OU can tell anyone who is in the market 
# for hose that Goodyear Emerald Cord 
Hose is the finest lawn and garden hose 
he can buy. 

It is the most durable, most serviceable 
and most attractive hose that Goodyear has 
ever produced in a long and successful experience as the 
manufacturer of extra-quality lawn and garden hose. 

Goodyear Emerald Cord is built up of double braids of 
double-double cord. It has a tough, flat-ribbed cover that 
staunchly withstands scraping and dragging. Its inbuilt long 
life outreaches by far the slightly increased price asked for it. 

Goodyear Emerald Cord’s looks bespeak its quality. A 
bright emerald, matching the lawn it waters, it is as hand- 
some as it is ruggedly strong. 

Many people already know about this finer quality hose, 
because Goodyear advertises it nationally 
and because it has already proved itself so 








widely in use. You can judge of its notable Other Goodyear quality 
. lawn and garden hose are 
economy from the fact that leading golf Wingfoot, Glide, Path- 


clubs use it—and also from the fact that it finder and Elm brands 
is Goodyear’s finest! 
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TUNE IN: Goodyear invites you to hear the Revelers Quartet, Goodyear Concert-Dance Orchestra and 
a feature guest artist every Wednesday night, over N. B. C.-Red Network, WEAF and Associated Stations 
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HUGH F. 


MeKNIGHT 


The New President 


National Retail Hardware 


Association 


HE same week, delegates 

to the National Retail Hard- 

ware Association Congress 
at West Baden, Ind., elected 
Hugh F. McKnight to be their 
president, this honored Pitts- 
burgh, Pa., hardware man was 
a delegate at the Chicago con- 
vention of the National Republi- 
can Party, which decided that 
Herbert Hoover should stand as 
its candidate for President of 
the United States. 

Successively, president of the 
Pittsburgh local association, presi- 
dent of the Pennsylvania and Atlan- 
tic Seaboard Hardware Association 
and vice-president of the National, 
Mr. McKnight was chosen to succeed 
Thos. B. Howell of Richmond, Va., 
on Thursday, June 16, as N.R.H.A. 
president. 

He brings to his new office a rec- 
ord of successful administration of 
his own hardware business, plus the 
reputation of having been a wise and 
unselfish leader in other association 
activities. For many years an ac- 
tive participant in trade organization 
work, Mr. McKnight became N. R. 
H. A. director in 1926, succeeding 
the late Matthias Ludlow as _ the 
National representative for the Pasha 
district. Last year at Cleveland he 
became vice-president of that body 
and now holds the highest trade 
honor available to a retail hard- 
ware merchant. 

The new president is also presi- 
dent of the Samuel McKnight Hard- 
ware Co., Pittsburgh, Pa., a business 
founded by his father in 1878. His 
brother George is vice-president of 
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the firm and J. Harold Dumbell is 
secretary-treasurer. The firm has for 
six years operated a very successful 
suburban branch at Bellevue, Pa., 
about five miles away. 

Since his graduation from Penn- 
sylvania State College in 1904, Hugh 
F. McKnight has also taken an ac- 
tive interest in civic affairs. He is 
chairman of the Sinking Fund Com- 
mission of the City of Pittsburgh, 
and, as previously reported, repre- 
sented the Thirtieth Congressional 
District of his State at the Chicago 
Republican Party convention. He is 


‘a member of the Pittsburgh Rotary 


Club, trustee of the Uniondale Ceme- 
tery and the Eleventh United Pres- 
byterian Church, and a director of 
the following: Allegheny Trust Co., 
National Ben Franklin Fire Insur- 
ance Co., Superior Fire Insurance 
Co., United Laundries and the Brigh- 
ton Heights Building and Loan As- 
sociation. He is a member of the 
Sigma Alpha Epsilon fraternity, 
Highland Country Club, Duquesne 





Club and the Masonic fraternity. 

Friends of Mr. McKnight admit 
that as a golfer he sometimes breaks 
100, but Hugh himself claims an oc- 
casional 92, a claim which has not 
been substantiated. Although no 
real bad habits are charged to Mr. 
McKnight, it is well known that he 
is an inveterate stogie smoker, partly 
because he likes them and partly 
because he thinks it a sign of loyalty 
to his home town. 

On Jan. 23, 1917, Mr. McKnight 
married Mrs. Mabel Crawford Stev- 
ens. Since 1929, Mrs. McKnight’s 
eldest son, Adie A. Stevens II, has 
played center on the Williams Col- 
lege football team which has been the 
champion of the “Little Three” dur- 
ing the past three years. “The Little 
Three” is composed of Amherst, 
Wesleyan and Williams. 

Luther C. Stevens, a second son, 
has just completed his freshman year 
at Colgate University, and Hugh F. 
McKnight, Jr., will enter high school 
this fall. 


23 

















The West Baden Con 


Thirty-third N.R.H.A. Convention Disclaims Any Authority for 

Electrical Survey of Joint Electrical Merchandising Committee, 

Establishes Price Study Committee, Opposes Sales Tax in Any 

Form, Calls for Reduction of Government Expenditure, and 

Urges Support to Manufacturers Who Do Not Favor Chains 

and Mail Order Houses with Preferential Prices or Private 
Branch Merchandise 


EDICATED to a study of 
“The Business of Selling” 
the thirty-third annual 
Congress of the National Retail 
Hardware Association was held 
at West Baden Springs Hotel, 
West Baden, Ind., June 13 to 16, 
inclusive, with about 250 dele- 
gates and guests in attendance. 
Brevity of prepared addreses by 
competent speakers, allowed 
ample time for informal discus- 
sion of each subject, more time 
than usual. This plan met with 
general approval. 
President Thos. B. Howell, 
Richmond, Va., presided through- 
out the sessions and was suc- 


ceeded by Hugh F. McKnight, 
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Pittsburgh, Pa., whose election 
took place at the closing session 
Thursday afternoon. Details of 
the election appear elsewhere. 

The Congress went on record as dis- 
claiming any authority for the recently 
published electrical appliance survey 
of the Joint Electrical Merchandising 
Committee, on which HAarpware AGE 
published in its June 9 issue, a pro- 
testing editorial. In his talk to the 
Wednesday morning session Rivers 
Peterson, editor, Hardware Retailer, 
endorsed this editorial and announced 
that in his publication for July would 
appear a similar protest that this sur- 
vey was inaccurate and inadequate. 
A resolution was passed on this sub- 
ject. 

Charles E. Bradley, a member from 
Blue Mound, IIl., made a stirring talk 
Thursday morning on price conditions 
faced by the retail hardware trade. He 





urged the National to form a Price 
Study Committee which should by 
Jan. 1, 1933, have a specific price pro- 
gram for the state conventions to fol- 
low in their 1933 activities. This sug- 
gestion met with general approval from 
the floor. The Resolutions Committee 
was instructed to provide the neces- 
sary machinery for establishing such 
a body, which it did. 

The Congress also went on record 
in opposition to a sales tax in any 
form, demanded Government  econ- 
omies and urged members to support 
manufacturers who do not make spe- 
cial brand merchandise for nor give 
preferential prices to chain and mail 
order houses. 

Resolutions covering all of these 


. points are given in detail elswhere in 


this report of the convention. Present 
plans indicate that the 1933 Congress 
will meet in Chicago. This selection 
was made presumably to give delegates 
and guests the opportunity to visit the 
1933 World’s Fair in that city. Sev- 
eral leading manufacturers and whole- 
salers were present as guests. 


S the management of the West 
Baden Springs Hotel practically 
took care of every entertainment de- 
tail there was no committee assigned 


HARDWARE AGE 








TERRE SRE S32 S ed 


ss 
1 Se 











mn} gress 


ie 
be 











to this task. Hotel guests had full 
privileges of the golf course, swim- 
ming pool, bowling alleys, billiard 
and pool tables and all without 
charge. There was dancing each 
evening and music with lunch and 
dinner. Tuesday afternoon there was 
a bridge tea for the ladies in the hotel 
Atrium and Wednesday night a ban- 
quet for the entire convention. While 
perhaps not under the head of enter- 
tainment, it should be mentioned 
that guests had full privileges of the 
sprudel springs, among which No. 
7 appeared most popular. Many del- 
egates also took advantage of the spe- 
cial sprudel baths, for which health 
giving qualities are claimed. R. F. 
Hall, manager of the hotel, spared no 
effort to make the delegates and guests 
happy as well as comfortable. 


Opening Session 


Monday night the convention opened 
with President Thomas B. Howell pre- 
siding. Customary formalities included 
singing of America led by past presi- 
dent Ed. Healey, Dubuque, Iowa; the 
invocation by William Moore, Detroit, 
Mich., treasurer of the Michigan asso- 
ciation; introduction of state delega- 
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West Baden Springs Hotel and Grounds at West Baden, Ind. 


Studies Selling 


Hugh F. McKnight Succeeds Thos. B. Howell as President— 


E. W. Peterson Elected Vice-President. 


New Directors are 


H. P. Aikman, New York, Hobart Thomas, Iowa, and Veach C. 

Redd, Kentucky. Attendance About 250. Plenty of Informal 

Discussion Makes Sessions Practical and Interesting. Congress 
Will Probably Meet in Chicago Next Year. 


tions by their respective secretaries and 
the presentation of two guests, A. E. 
Alverson, Greenlee Tool Co., the pres- 
ident of the American Hardware Manu- 
facturers Association, and George A. 
Fernley, secretary-treasurer of the Na- 
tional Hardware Associaticn. A minute 
of silence with all standing, was offered 
as tribute to the memory of the late 
John S. Rhein, Hastings, Nebr., a 
N.R.H.A. director, killed a few months 
ago in an auto accident. A _ similar 
tribute was paid to the late Matthias 
Ludlow, Newark, N. J., a past presi- 
dent. 

Managing-director H. P. Sheets made 
a brief comment on some of the organ- 
ization problems during the present 
period of economic distress. He said 
it was but natural that membership had 
declined as had that of other trade 
bodies, that maintenance of member- 
ship is vital to all organization work, 
the benefits of which are more neces- 
sary in hard times than in good, and 
that for the year closing April 30, 


1932, the deficit of the N.R.H.A. was 
$28,000, notwithstanding operating 
costs were reduced more than $90,000 
during the past two years. This defi- 
cit was $2,000 less than for the previ- 
ous year. He reported affiliation dues 
as amounting to considerably less than 
$10,000 a year, and said the association 
had a book surplus in excess of $200,- 
000 although this amount would be 
greatly reduced if it were necessary to 
sacrifice securities at present depreci- 
ated prices. 

Mr. Sheets said one of the associa- 
tion’s most difficult jobs is getting its 
services utilized by the members, on 
which point he said, “It should be re- 
membered that the members make the 
organization and that perhaps in the 
recent past, there has been just a little 
too much dependence upon the paid 
employees to carry the associations 
through.” 

Announcing his presidential message 
as, “The Romance of the Hardware 
Business,” Mr. Howell acknowledged 
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with thanks the help given in its prep- 
aration by Hardware Retailer and Harp- 
warRE Ace. “The hardware business,” 
he said, “appears distinctly American. 
It was, for America, as in a great many 
other lines, to give to the world certain 
innovations and improvements, that 
would lend greater sales value to our 





THOMAS B. HOWELL 
Richmond, Va. 
Retiring N.R.H.A. 

President 


lines, and more vital importance to their 
various usages. 

“The hardware business is most com- 
prehensive, embracing everything that 
is not assignable to any other specific 
line of business at the beginning of the 
nineteenth century. It chiefly meant 
mechanics tools and builders hardware, 
all small articles made of metal that 
are patented and used in construction 
of houses, or for household purposes; 
as well as tools of mechanics trades 
and professional men. 


Importance of Hardware 


“It simplifies labor, it economizes 
the time of the housewife. It covers all 
that could be classed as housefurnish- 
ing goods for the kitchen and dining 
room, the product of the tin shop, 
stamped ware manufacturers as well as 
tin plate, sheet iron, fence wire, etc. 
It has within its range, all lines of 
sporting goods. Recently the manu- 
facturers of electric appliances have 





played a most important part through 
distributing in hardware channels. The 
paint industry has for many years 
looked to the hardware merchant to 
educate the consumer as to the value of 
home improvement and preservation. It 
is not uncommon for a large jobbing 
house to offer the retailer 50,000 kinds 
and sizes and articles.” 


Hardware’s History 


Mr. Howell then traced some of the 
available hardware manufacturing his- 
tory, telling of the early difficulties en- 
countered in this field and of the ori- 
gin of leading factories making tools 
and hardware in this country. For 
many years, he reported, such manufac- 
turers faced great resistance from im- 
porters and jobbers who endeavored to 
prevent the popularity of domestic 
products, particularly those that were 
branded. 

In conclusion Mr. Howell pictured 
the present retail hardware business 
saying in part: “As of May 1, 1932, 
there seems to be 35,473 retail hard- 
ware outlets. With a possible excep- 
tion of not more than 1,000, these are 
all regular hardware stores. Of this 
number 12,374 have an annual average 
sales volume exceeding $30,000. Of 
this limited group 10 per cent, or pos- 
sibly 1200, passed the $100,000 mark 
per year. 206 operate to some extent 
wholesale departments also, and claim 
their retail sales exceed $100,000 per 
year. 15,538 do less than $20,000 
worth of business, and 7355 do some- 
where between $20,000 and $30,000 a 
year. 

“There are 75 so-called hardware 
chains in existence, and it is estimated 
that 1.6 per cent of the total number of 
hardware stores are operated by chains 
and that these do about 9.2 per cent of 
the total volume of hardware business. 
It is estimated that the normal annual 
retail sales of hardware in this country 
is one and one-half billion dollars.” 

At the close of his message, Mr. 
Howell was presented with a set of 
silver. On behalf of the organization 
past president W. B. Allen of Palo 


Alto, Cal., did the honors. Committees 


were appointed and the session came 
to a close. 


Tuesday Morning Session 


Paul J. Stokes, Research Service of 
che National office, opened the Tuesday 
morning session with a talk entitled: 
“The Business Barometer,” in which 
he pointed out how trade associations 
can perform a real service by acting as 
a clearing house for business figures 
and other data which make present 
conditions understandable and _ help 
plan for the future. Business cata- 
clysms such as the one that began in 
T1929, he said, breed caution because 
of uncertainty and fear of the future, 
thereby .fostering and continuing the 
difficulties for which they were respon- 
sible initially. In part he continued: 
“Changes in customer buying power; 
the trend of prices paid for merchan- 
dise; shifts in price lines; the relation 
of operating costs to margin and sales 

-these and many other factors should 
be available as a helpful guide in mak- 





PAUL J. STOKES 


Research Division 
N.R.H.A.—Congress Speaker 


ing decisions concerning his manage- 
ment program. 

“Such a study,” he said, “should in- 
volve the history of such movements so 
as to ascertain any similiarities. If the 
sequence of business developments in 
each is approximately the same we have 
logical grounds for the determination 


141 Years of American Business Activity (Chart referred to by Paul Stokes) 
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of reasons for them and can locate with 
some degree of accuracy our present 
position in the cycle of business and do 
more than merely guess what is to hap- 
pen next.” 

This point was illustrated by refer- 
ence to a giant reproduction of the 
well known Col. Ayres chart showing 
the business cycles of the past 120 
years, which shows at a glance the va- 
rious periods of prosperity and depres- 
sion. Mr. Stokes then reviewed the 
causes for the ups and downs of busi- 
ness covered in this period and gave 
what was generally recognized as a 
clear understandable picture. In con- 
clusion the speaker urged that lessons 
from past experiences be utilized fully 
for profits in the future. 


Expense Structure 


Although originally scheduled to talk 
in the afternoon, Alfred S. Gronemeier, 
hardware merchant of Mount Vernon, 
Ind., gave his message on the expense 
structure of the retail hardware busi- 
ness which provoked considerable in- 
teresting discussion from the floor. 
Calling on the Congress to face facts, 
the speaker said expenses per dollar 
of sales had grown from 22.27 per cent 
in 1924 to 30.73 in 1931, a trend which 
must be curbed if any profit or even 
continued existence is expected. Up to 
1929 he found the trend in margin ris- 
ing rapidly enough to offset mounting 
costs, but said, in 1930 in the average 
hardware store, expense passed mar- 
gin and exceeded it by a substantial 
amount. in 193]. Cash _ discounts 
checked this loss in 1930 but were not 
sufficient to do so in 1931. 

Granting that these were unusual 
years, Mr. Gronemeier emphasized that 
competitive conditions will definitely 
prevent any persistent increase in mar- 
gin ratio so that expense control con- 
tinues vitally important. 

Stating that salary expense and rents 
normally make up two-thirds of all ex- 
penses, the speaker showed the relation 
of such costs to sales for the past eight 
years, which brought out the necessity 
for considering sales per person em- 
ployed and equitable rentals. Work- 
ing with figures of the organizations 
business surveys, Mr. Gronemeier sum- 
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marized the points of his talk as fol- 
lows: 

1—Keep wage costs below 55 per cent 
of margin—under 50 per cent if mar- 
gin is less than 25 per cent of sales. 

2—Keep general expense, which in- 
cludes everything but salaries, under 45 
per cent of margin. 

3—Rent becomes dangerous to profit- 
making if it absorbs more than 15 per 
cent of margin. 

4—Find out what clerks cost per dollar 
of their sales. 

5—Selling efficiency is an important 
cause of expense. 

6—Rapid turnover reduces carrying 
charges. 

7—Credit granting is of growing im- 
portance, particularly in small towns. 

8—Wages and rent are of special sig- 
nificance in large cities. 

9—Increasing sales tend to reduce 
costs per dollar of sales. 

10—Profit makers in 1931 had much 
lower expense ratios than the average 
dealer, every item costing less per dollar 
of sales. The typical merchant would 
have made money, too, if he had kept his 
expense ratio down to that of the suc- 
cessful concern. 
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In the discussion which followed, 
Hobart Beatty, Clinton, IIl., a past pres- 
ident, explained his bonus system. His 
plan is to pay 8 per cent on sales to 
men and 5 per cent on sales to women, 
allowing a set amount weekly for the 
non-selling jobs all must do in the hard- 
ware business. Adjustments are made 
annually, the weekly salary being con- 
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sidered largely as a drawing account 
although any loss in the matter is ab- 
sorbed by the firm. 

Another point brought up concerned 
rentals based on percentage of sales. 
Harold Bervig, Michigan secretary, 
told of a chain store leasing contract 
which included 41% per cent on first 
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$200,000 sales, 5 per cent on next $50,- 
000 and 6 per cent on all over that. 
The first 44% on the $200,000 had to be 
paid anyway, as a minimum rental. It 
was apparent that although such a basis 
appealed, it was considered as a diffi- 
cult idea to sell landlords. 
Introducing the subject, “The Course 
of Prices,” President Howell said the 
public is not thinking about hardware 
stores and that the dealer’s biggest job 
is to have the public come into hard- 
ware stores. This he said could be 
done by buying better and offering 
prices and services as good as might be 
found anywhere else and to have the 
kind of a store and surroundings that 
convince customers your values and ser 
vices are right. In the informal floor 
discussion one dealer said he found it 
necessary to eliminate the jobber in his 
buying, which was countered by an- 
other member who found jobbers doing 
a good job, but accused manufacturers 
of double crossing, in that they sold 
same goods cheaper to chains under 
different labels or different color. 












Tuesday Afternoon Session 


Although the main part of his talk 
dealt with “The Burden of Taxation,” 
Channing Sweitzer, managing-director, 
National Retail Dry Goods Association, 
told the Tuesday afternoon session, 
some of the good and bad merchandis- 
ing methods he had observed in his 
travels and spoke briefly on some 
of the studies being made in his own 
field. Starting his subject with the 
statement that the total cost of all 
Government, Federal, State and local, 
increased from three billion dollars in 
1913 to fifteen billion dollars in 1929, 
the speaker placed 1929 total national 
income at ninety billion dollars and 
1931 income about fifty-seven billion 
dollars. Of the last he said about 
twenty-five per cent went to cost of 
government. Predicting a 1932 na- 
tional income of about forty-five bil- 
lion dollars, he found the probable 
total cost of Government, Federal, 
State and local, approaching 31 to 33 
per cent of the national income for 
the current year. When he empha- 
sized, at this point, the crying need 
for impressing legislators that econ- 
omies must be effected, he struck a 
very responsive chord which led to a 
suitable resolution at the closing 
session. 


Taxes Paid by Retailers 


Continuing Mr. Sweitzer said in 
part; “The retailers of the United 
States paid ten per cent of the total 
cost of Federal, State and local gov- 
ernment. Of the total 1929 taxes paid, 
it has been estimated that retail mer- 
chants contributed $645,436,000 ex- 
clusive of taxes paid in the form of a 
general property tax and included in 
their rentals. The general property 
tax included in the rents of premises 
and real estate used for retail pur- 
poses has been roughly estimated to 
be $345,000,000. This makes the total 
of all taxes paid by retail stores to the 
Federal, State and local governments 
of this country approximately $990,- 
000,000 to $1,000,000,000.” 

Mr. Sweitzer then touched on certain 
outstanding government costs which he 
said could be reduced. He included 
the tremendous operating deficit in the 
Post Office, due largely, he said, to 
wasteful practices, among which is the 
48,500 postmasters in the country. He 
estimated one-third to be political ap- 
pointees receiving such jobs as rewards 
for party services, yet often unfitted 
for such work and depending upon 
subordinates for the real work that 
must be done. Other extravagances 


were the heavy personnel incident to 
diplomatic and consular offices in for- 
eign countries, where State, War, Navy, 
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Commerce, Labor and Agricultural 


Departments have staffs, whose indi- 
vidual work must overlap and whose 
joint efforts could be handled effec- 
tively by reduced personnel.” 
Touching on another very vital pub- 
lic expense Mr. Sweitzer said in part: 
Congress 


“Tt costs approximately 
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$226,000 annually to pay the traveling 
expenses of its members to and from 
Washington to attend regular and spe- 
cial sessions of Congress. Then there 
is the long time practice of members 
of Congress employing relatives and 
members of their immediate families 
as secretaries and clerks. Investiga- 
tion shows that in a great many in- 
stances such relatives do not even re- 
side in Washington, yet their names 
appear upon our Federal payrolls. 

“Senators have their private auto- 
mobiles serviced and repaired at Gov- 
ernment expense. Taxpayers support 
a luxurious barber shop which can be 
utilized by Senators without any cost 
to them. These same taxpayers sup- 
port a gymnasium with the services 
of physical instructors,’ and their wives 
and families enjoy free medical and 
dental services. 


“During 1931, when most businesses 
were struggling for existence, the sum 
of $1,337,261.96 was spent by Con- 
gress for incidentals. We are told that 
these included junkets, investigations, 
gifts, tips, meals, traveling expenses 
in addition to regular mileage, guides, 
fish bait, mineral water, shaving soap, 
changing names on shaving mugs, and 
even expenses due to the private busi- 
ness of members.” 

In closing Mr. Sweitzer urged the 
hardware trade to face these facts and 
use their every influence to force Gov- 
ernment economies. The applause 
given the speaker clearly indicated 
that the delegates were heartily in ac- 
cord with his suggestions. 


A Playlet 


Tuesday evening a two act playlet 
was given entitled “Asleep On the 
Job.” Members of the National office 
staff and their wives were the actors. 
The theme of the play brought out 
neglect by hardware merchants of 
many of their merchandising oppor- 
tunities on regular lines and included 
specific sales talks on saws, hammers, 
washers, toasters, etc. 
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Chicago Wins 1933 


Presumably the Place of Meeting 
Committee was influenced by the 1933 
World’s Fair in Chicago, to select 
that city for the 1933 Congress of 
the National Retail Hardware Asso- 
ciation. It is understood that in- 


vitations were received from 14 dif- 


ferent cities. Although this sug- 
gestion was accepted by the Con- 
gress, the dates and confirmation of 
the meeting place are subject to 
action by the Board of Governors. 





Congress of N.R.H.A. 


Past-president W. B. Allen, Califor- 
nia, was chairman of this committee 
and was assisted by the following: 
P. W. Freeman, Illinois; L. M. 
Fletcher, Indiana; Harry Veath, 
Iowa; Scott Kendrick, Michigan; Ed- 
ward Juni, Minnesota; C. C. Johnson, 
Nebraska; Joseph Conkling, Ohio; 
B. Sherrod, Texas; E. C. Taylor, 
Tennessee; Albert Schlatter, Wiscon- 
sin; Harry D. Kaiser, Pennsylvania, 


and W. B. Fugate, Kentucky. 
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The Resolutions of N. R. H. A. Congress, 1932 


Price Competition 


HE retail hardware dealer has 

suffered adverse sales volume due 
to price competition, notwithstanding 
revision of expense structure to cur- 
rent trends. In order to put the hard- 
ware dealer in line to meet competi- 
tion this Congress instructs the off- 
cers of the National Retail Hardware 
Association to appoint a committee of 
five, comprised of three directors and 
two dealer members of the National 
Retail Hardware Association, to study 
the price problem. 

The duties of this committee shall 
be to make an extensive survey of the 
price situation, obtain merchandise 
from various competitive agencies to 
study, compare and analyze prices and 
qualities of such merchandise as to re- 
tail, wholesale and manufacturers’ 
prices; to correlate these facts and re- 
solve them into findings and perform 
such other duties necessary to promul- 
gate definite plans and recommenda- 
tions on this price competition, to be 
disseminated for advice and use of the 
various constituent State organizations. 
And that such report be made by Jan. 
1, 1933. 


The Speakers 


HE addresses have been instruc- 

tive and illuminating of present 
conditions. They have indicated the 
way out for the independent retail 
hardware dealer, who is encouraged to 
earnestly study these addresses and as- 
siduously institute these suggestions 
into their individual businesses. The 
thanks of this association is assured to 
these speakers for the preparation and 
presentation of these able addresses. 


Dameron Electrical Survey 


HE National Retail Hardware As- 

sociation disclaims authority for 
the figures recently released by the 
Joint Electrical Merchandising Com- 
mittee which purport to show the dis- 
tribution of electrical appliances by 
manufacturers to various types of re- 
tail outlets. 

These figures do not include sales of 
manufacturers to wholesalers and by 
them to retailers so the study is ob- 
viously incomplete and subject to 
erroneous deductions. 

Since the study fails to show a true 
picture of electrical appliance distribu- 
tion by outlets it is the belief of this 
Congress that the figures should not 
have been released. 

For this reason the Joint Electrical 
Merchandising Committee is requested 
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to make no more use of these figures, 
to correct, so far as possible, the in- 
correct interpretation which has been 
made of them by the press and to re- 
lease no more such incomplete studies. 


Manufacturers’ Policies 


HE manufacturers who do not 

make separate brands of merchan- 
dise, nor who give preferential prices 
to chain stores and mail order houses, 
are contributing to the welfare of the 
independent retail dealer. The associ- 
ation commends this far-sighted policy 
of these manufacturers who are stabil- 
izing prices and values. The members 
of this associatiton are urged to sup- 
port these manufacturers and to give 
preference to their products. 


Sales Tax 


HE retail hardware merchants of 

the country have long indicated 
their opposition to a retail sales tax 
in any form, because of the burdens 
which would be imposed upon the 
merchant and the additional fact that 
general experience has shown that the 
cost of administration usually takes 
an excessive portion of the total 
amount collected. 

We believe that no tax levy should 
be made upon the public unless there 
is assurance that a large percentage 
of the total collections will go into the 
public treasury for the payment of 
public obligations, rather than for the 
compensation of those having to do 
with the administration of the particu- 
lar tax. 

Affiliated associations are therefore 
urged to greater watchfulness of all 
tax proposals by their State legisla- 
tures, with special thought to sales tax 
in any form, and to use all of their 
efforts to defeat any such impositions. 

It is the sense of this organization 
that every branch of government 
should find ways to reduce expendi- 
tures, instead of seeking every possible 
means to pass additional tax levies. 


Government Expenditures 


URING this depressed period the 

country has been inexpressibly 
shocked in its awakening to the fact 
that during the past twenty years gov- 
ernment expenditures have increased 
so rapidly as to be out of all proportion 
to the basis of public income, even in 
prosperous times; and in these times 
of stress the burden of taxation is 
almost unbearable, as is evidenced by 
tax delinquencies, and, in many cases, 


the practical confiscation of property 
for taxation purposes. 

It would seem that all branches of 
government have been constantly tak- 
ing on new activities without discard- 
ing any of the old, until the expense 
structure has become so top-heavy as 
to demand immediate action for reor- 
ganization, readjustment and reduction. 

Hardware merchants join with other 
business interests and the general pub- 
lic in insisting that immediate steps be 
taken for the drastic reform of this 
situation. They are acquainted with 
the work their association has already 
done in connection with the federal 
budget, and urge affiliated organizations 
to adopt the same programs in connec- 
tion with the next meetings of their 
State legislative bodies, and to insist 
that the reduction of expenditures shall 
be precedent to any consideration of 
higher tax rates. Government must 
adjust its operating costs as business 
has been compelled to do. Similar 
campaigns should be waged in connec- 
tion with all local taxing bodies. Wastes 
must be located and leaks found and 
stopped; non-essential activities should 
be discontinued, and every branch of 
government should be operated upon 
a thorough business basis with a higher 
measure of efficiency, to the end that 
the present excessive tax burden shall 
be reduced and the functioning of gov- 
ernment kept within its proper con- 
fines. 


Resolutions Committee 


Director Hugh C. Ross, Jackson, 
Tenn., was chairman of the Resolu- 
tions Committee. Other members of 
this group were: W. H. Hanna, Ark.; 
J.,A. Curnow, Cal.; W. L. Thorpe, 
Conn.; G. R. Swank, Ill.; Ralph David, 
Ind.; L. L. Hill, Iowa; A. B. Rumley, 
Ky.; William Dillon, Mich.; Mr. Bar- 
ber, Neb.; W. H. Paddock, New York; 
L. M. Krieg, Ohio; Ed. N. Neer, Pan- 
handle; Frank Hegner, Pasha; H. R. 
Johnson, S. D., and H. A. Pleasants, 
Va. 





NOTICE! 


Since going to press with 
page 35 of this issue, Kenneth 
Dameron, Joint Electrical Mer- 
chandising Committee, has 
agreed to prepare a complete 
statement regarding his recent 
survey on electrical appliance 
distribution. This will appear 
in the July 7th issue of HARD- 
WARE AGE. 
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Wednesday Morning Session 


Declaring that the human element is 
the most vital part of selling, Frank J. 
Pekoc, Jr., Cleveland, Ohio merchant, 
opened the Wednesday morning session 
with a talk on, “The Selling Machine.” 
He urged better knowledge of merchan- 
dise, improved selling ability, handling 
of customers skillfully and_ tactfully, 
the proper location, an attractive store 
and necessary finances to carry on a 
growing business. In part, Mr. Pekoc 
continued: 

“The — selling 
adapted to present conditions. 


must be 
Com- 


machine 


plaining about present conditions or 
sitting back waiting for happier times 
have no part in our 1932 selling ma- 
chine. Times are what they are whether 
we like it or not, and it is up to us to 
adjust ourselves and our business to 
them. Conditions will no doubt improve 
in time, but probably not to the high 
level to which we had so easily and so 
comfortably accustomed ourselves. 

“We are permanently on a_ lower 
price level, not necessarily that of to- 
day, but definitely lower than we have 
had the past decade, resulting in inven- 
tory adjustments, price revisions, and 
most important of all, a great curtail- 
ment in our volume of sales unless far 
more planning and effort are put be- 
hind our sales program than has been 
‘the case in the past. 


Competition Permanent 


“Competition will not be less, it will 
be more; not only from hardware 
stores, but from department stores, 
mail order houses, chain stores, house- 
to-house canvassers, grocers, drug 
stores, or “what have you”? I despair 
of anything being done in the near fu- 
ture to eliminate or even diminish this 
special type of hardware competition, 
and we must face the issue accordingly. 

“Other dealers of all kinds who sell 
hardware are not our only competition. 
Every industry is fighting for a larger 
share of the consumer’s dollar, and 
hardware not only competes with hard- 
ware, but also with the radio, automo- 
bile, moving picture show and every 
other magnet that is fighting to attract 
the consumer’s dollar. It is a battle of 
giants in which the hardware business 
must compete, whether it wishes to or 
not.” 

Other points covered by Pekoc were: 
buying right to be able to sell right, 
price within reasonable range of com- 
petition, maintaining a complete stock, 
adding new lines, particularly side 
lines, expanding sales on existing lines, 
adjusting stocks and lines carried to 
meet current demands, studying con- 
sumer wants and buying habits that 
you may plan your selling. 

“Facing the Facts of Competition,” 
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was the second subject Wednesday 
morning handled by Rivers Peterson, 
editor, Hardware Retailer, in which he 
reviewed competition from wholesalers 
selling at retail, competition between 
towns, wholesalers selling at low prices 
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for the personal use of individuals and 
to retailers not regularly engaged in 
the hardware business, the so-called 
catalog or mail order jobber, public 
utility competition, competition by man- 
ufacturers who also sell mail order and 
chain stores, and the failure of retail 
hardware merchants to properly study 
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the true price competition he faces and 
at the same time recognize the competi- 
tion of methods of mail order and 
others. 

Regarding wholesalers competition, 
Mr. Peterson said in part: “It is an ex- 
tremely difficult matter for the indi- 
vidual to handle, since the affected re- 
tailer is not usually a customer of the 
offending wholesaler. He cannot hold 
the club of his buying power over the 
wholesaler’s head. Nor does it appear 
possible for retailers to select whole- 


salers who are free from this fault, 
and concentrate their business with 
them; for practically all wholesalers 
are guilty. Wholesalers admit the sit- 
uation exists, and say they endeavor to 
avoid such selling as far as possible. 
Generally, I think such statements may 
be accepted at their face value.” 

The speaker told of efforts made by 
groups of dealers to correct this situ- 
ation and elaborated on the other 
phases of competition mentioned. 

In handling price competition the 
speaker thought direct study with 
wholesalers or manufacturers might 
prove more effective than through asso- 
ciation, offices and expressed the opinion 
that probably all wholesalers are will- 
ing to make price concessions which 
will enable good customers to meet 
competition. 
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Talking about the public utility 
competition the speaker referred to the 
very unfair and inaccurate Dameron 
survey and said that contrary to this 
report the hardware trade is known to 
be an important factor in electrical 
appliance distribution and that in no 
way would the National Association 
approve such reports, Mr. Peterson 
complimented the editorial in Harp- 
warE Ace (June 9 issue entitled 
“Dameron Electrical Survey Unfair to 
Hardware Trade”) and said he was in 
complete accord with it and that in 
the July issue of Hardware Retailer, 
he was taking the same stand. 

The chairman asked Hobart M. 
Thomas, Creston, Iowa, if the price 
studies in his district had helped deal- 
ers, to which Mr. Thomas replied that 
the Iowa price survey was largely an 
educational effort in which fifteen 
wholesalers cooperated and that prog- 
ress had been considered satisfactory. 

In the discussion which followed, 
Mr. Peterson explained that most of 
the complaints he received bore the 
request that the senders’ names be 
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kept out of any discussion. Such com 
plaints he felt did not justify any at- 
tention. Herbert Geissing, East St. 
Louis, Ill., suggested that dealers com- 
plaining about jobber’s activities very 
often were behind in their bills and 
for that reason did not wish to have 
their identity known. It was generally 
agreed that whatever the cause, com- 
plaints by persons unwilling to lend 
their names to an investigation should 
not be considered seriously. 


Wednesday Afternoon 
Session 
Luther R. Stein, vice-president and 
general sales manager of Belknap 
Hardware & Mfg. Co., Louisville, Ky., 
was the only speaker at the Wednesday 
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afternoon session. His subject, “The 
Passing Show,” dealt with the changes 
that have taken place in_ personal 
habits, personal needs and ambitions 
and the changes that retailing has and 
must undergo to properly cope with 
current conditions. Showing one of his 
company’s catalogs, issued 25 years 
ago, he read off the items in one or 
two lines such as carriage and wagon 
parts, buggy whips, etc., lines then ac- 
tive and now almost entirely unheard 
of in the regular hardware business. 
With this demonstration he compared a 
current catalog, emphasizing new lines, 
now very important yet almost un- 
known 20 years ago. On the latter, 
Mr. Stein commented in part as fol- 
lows: 


Changes in Merchandise 


“There were three items of lawn 
mowers. Now 24 pages, including re- 
pairs. Just five items on prepared roof- 
ing, now several pages. There were no 
bathroom fixtures and now 325 pages 
on these goods. No electrical wiring 
devices, floor and table lamps, lighting 
fixtures, wires and conduit. No toast- 
ers, percolators, sweepers, washing ma- 
chines, fans, etc. Now 400 catalog 
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pages filled with them. There were no 
electric refrigerators and now 16 pages 
of them. We had no dishes or glass- 
ware then but complete lines now. No 
toys at all, but now dolls, games and 
tops for all good little girls and boys.” 

The comparison included the present 
complete lines of sport goods, auto ac- 
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cessories and parts, and throughout 
these examples, the speaker continually 
stressed the importance of new lines to 
offset the loss from obsolete lines and 
to provide the means of selling more 
goods to more customers. He said en- 
tirely new departments now represent 
more than a third of his company’s 


business, considering only lines not car- 
ried at all twenty years ago. He told 
how his company sends out each week 
to its salesmen, catalog pages on new 
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goods with each page bearing the in- 
spiration: “A successful business de- 
pends upon the introduction of new 
lines.” 

Mr. Stein said the loss of volume in 
many hardware stores can be charged 
to their refusal or reluctance to add 
new goods. He continued: 

“The desire for speed has had its ef- 
fect. If not, why have you seen so 
many changes in your paint line. New 

(Continued on next page) 





Hugh F. MeKnight 
Heads N.R.H. A. 


Former Vice-President Succeeds Thos. B. Howell and E. W. Peterson 


Becomes Vice-President. 


Three New Directors Elected Are: 


Horace 


P. Aikman, H. M. Thomas and Veach C. Redd.—Election Final Day 
of West Baden Congress 


UGH F. McKNIGHT, Pitts- 

burgh, Pa., was elected presi- 

dent of the National Retail 
Hardware Association at the closing 
session of that organization’s thirty- 
third annual Congress held at West 
Baden, Ind., June 13 to 16. He has 
served the past year as vice-president 
and succeeds Thos. B. Howell, Rich- 
mond, Va., who presided during the 
1932 Congress. A brief story about 
the new president appears elsewhere 
in this issue. 

E. W. Peterson, Florence, Wis., is 
the new vice-president. He has been 
a director since the Mackinac Island 
convention in 1927. 

Directors who will continue in that 
capacity are : C. C. Carter, Carthage, 


Mo.; C. G. Gilbert, Oregon, Ill.; N. E. 
Given, Bemidji, Minn.; W. B. Martin, 
Mansfield, Ohio, and Hugh C. Ross. 
New directors chosen this year are 
Horace P. Aikman, Cazenovia, N. Y.; 
H. M. Thomas, Creston, Iowa, and 
Veach C. Redd, Cynthiana, Ky. 

Past President C. H. Williams, 
Streator, Ill, was chairman of the 
nominating committee. He was _ as- 
sisted by F. W. McKeel, S. C.; Wm. 
Emrich, Ind.; E. E. Brenner, Iowa; 
W. T. Curtis, Ky.; Wm. Moore, Mich.; 
A. Wynne, Minn.; Victor Schwien, 
Mo.; G. D. Peck, Nebr.; H. B. Diet- 
rich, N. Y.: Geo. Hoffman, Ohio; John 
N. Ott, Wash.; W. McK. Reger, Pa.; 
A. C. Toudouze, Texas, and Earl Buyt- 
ter, Wis. 
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methods of manufacture, new methods 
of use brought quick drying enamels. 
New methods of decoration created the 
demand for pastel shades. 

“I wonder if I would startle you by 
saying that it is the job of a salesman 
and a merchant to make people dis- 
satisfied. Oh I know that a satisfied 


customer is the best asset, but that 


comes after you have sold him and 
satisfied his wants or needs. But, the 
first step is to make him dissatisfied. 

“Perhaps because our lines have been 
so staple and heretofore subject to so 
few style changes and so little deterior- 
ation we were not worried about selling 
them, but assumed the consumer would 
eventually need and come after them. 


VEACH C. REDD 
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“While we waited for needs to de- 
velop, wants were created. An auto 
salesman made Mr. and Mrs. Consumer 
unhappy and dissatisfied until they pos- 
sessed a car. The same thing happened 
with radio, washing machines and elec- 
trical refrigeration.” 

Mr. Stein concluded with a plea for 
considering the importance of quality 
merchandise, saying: “If you disagree 
—meet me outside and we'll talk it out, 
but I'll take the side of ‘Offer Quality 
and Prosper’ and your part of the de- 
bate will have to be ‘Have a Cheap 
Complex and Collapse’.” 

In the course of discussion Mr. Stein 
referred to the modern man and his 
wants and needs, saying in part that 
he would not wish to return to blue 
jean pants and hickory shirts. Mr. 
Sheets said very emphatically that he 
certainly did not want to return to blue 
jeans and hickory shirts. That night 
when the banquet festivities were at a 
high pitch, Mr. Stein presented an 
elaborate package to Mr. Sheets, which 
contained these very articles of apparel. 
All day Thursday the N.R.H.A. man- 
aging director wore his blue jeans and 
hickory shirt, much to the delight of 
everybody. 

Prior to the recess of this session 
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President Howell presented Chas. J. 
Heale, editor of HarpwarE AGE, to the 
Congress and expressed, for the asso- 
ciation, congratulations on his recent 
promotion to that position. 

Returning from the recess the sec- 
ond dramatic presentation was given. 
It was called “The Killing of Busi- 
ness,” with the cast made up from 
members of the staffs of the Hardware 
Retailer and the National office. In 
two acts this little playlet put over 
some good points on the indifference of 
merchants and their attempt to push 
the blame of poor business off on keen 
competition. 


Thursday Morning Session 

As the first speaker Thursday morn- 
ing Dr. Frank M. Surface, Department 
of Commerce, emphasized “The differ- 
ence between business conditions such 
as we might have and those which we 
are experiencing, is the difference 
between working to a plan and work- 
ing in a haphazard manner. Such 
a diagnosis is easy to state, but much 
more difficult to suggest adequate prac- 
tical remedies. 

“I suppose that each of us has a 
different idea about what business 
planning is or should be. Some con- 


Cc. G. GILBERT 


Oregon, IIl. 
N.R.H.A. Director 


ceive it as a great master plan worked 
out by some superman and admin- 
istered by the government or some Su- 
preme Council. Such a concept causes 
me to shudder, and I trust we shall 
not attempt such a plan.” 

Other important parts brought out 
in his talk on “Business Planning” 
were in part: “The natural place in 
which to begin the study of distribu- 
tion is with the consumer and his rela- 
tion to the retail store. The Census 
of Distribution shows, for example, 
that the average expenditure per per- 
son in hardware stores is approxi- 
mately seven dollars per year. The 
minimum sales volume upon which a 
retail store can be successfully and 


economically operated is not less than 
$30,000. To secure such a volume, 
therefore, a hardware store should 
serve not less than 4,000 to 5,000 peo- 
ple or, say 1,200 families. 

“We have far too many retail stores. 
In Connecticut, according to the Cen- 
sus of Distribution, 40.55 per cent of 
all retail stores did less than $10,000 
worth of gross annual sales. Even 
among hardware stores in that State, 
27 per cent of them did less than 
$10,000 worth of business, and 66 per 
cent did less than the $30,000 mini 
mum. 


- C€.C, CARTER 
Carthage, Mo. 
N.R.H.A. Director 


“In any trade we always find the 
bulk of the business is done by a small 
number of well located, well managed 
stores, and the remainder ought never 
to have been opened.” 

Dr. Surface explained how a study 
of customer wants and needs, of loca- 
tion, of market possibilities and of 
merchandise selection and arrangement 
and of concentrated buying, would 
tend to help a business man plan for 
profits. He quoted from the recent 
Gulf Southwest Survey which showed 
up many uneconomic conditions that 
could have been prevented by proper 
planning. 


“In the Service” 


To give members a clear idea of the 
history of services as well as the prog- 
ress of the association, Past President 
R. J. Atkinson, Brooklyn, N. Y., made 
the second talk of the session, under 
the title “In the Service.” He told of 
the structure of the National, with its 
affliated State associations and ex- 
plained the zone system by which each 
of thirteen geographical areas is rep- 
resented by a member on the Board 
of Governors. This includes president, 
vice-president, last three past presi- 
dents and eight directors. He outlined 
the personnel of the headquarters staff, 
calling each member by name and giv- 
ing a short association history of each 
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and a brief idea of his particular 
functions. 

The speaker told how convention 
programs are arranged to tie up with 
the work done by the National Con- 
gress and of the dues system by which 
50 cents of each State association mem- 
ber’s annual dues go to the National. 


Thursday Afternoon Closing 
Session 
At the closing Thursday afternoon 


session Herbert W. Giessing, East St. 
Louis, Ill., told how State association 





HERBERT W. GIESSING 


East St. Louis, III. 
Congress Speaker 


service ties into and supplements the 
activities of the National. This cov- 
ered a short outline of the formation 
of the state and national bodies and 
an explanation of how this work is 
carried to members through group 
meetings, monthly bulletins, field men 
and State conventions. The speaker 





HUGH C. ROSS 


Jaskson, Tenn. 
N.R.H.A. Director 


emphasized the importance of members 
taking advantage of these activities 
saying in part: “The big job that has 
confronted the officers and staff of each 
State association has been to effectively 
sell their membership on the use of 
these services in their business. The 
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failure to receive a greater degree of 
acceptance upon the part of the mem- 
bership does not necessarily mean that 





R. J. ATKINSON 


Brooklyn, N. Y. 
Past N.R.H.A. President 
Congress Speaker 


these services are not applicable to 
every business. We have often heard 
the complaint that this service does 
not meet the needs of my business and 
that that service is all right for a small 
business, but I cannot adopt or use 
it in my business. We have heard 
this criticism from both the small town 
merchant and the large city dealer, 
but I believe such criticism is un- 
founded. For any of the services that 
have been offered in the general in- 
terests of hardware retailers are so 
flexible that they can be contracted to 
meet even the smaller and expanded 
to meet the needs of the larger 
dealers.” 

Mr. Giessing then gave specific ex- 
amples of how the State association 
officers, of which he is one, helped 
two dealers put in business control, 
and how it assisted in ironing out diff- 





N. E. GIVEN 
Bemidji, Minn. 
N.R.H.A. Director 


culties with public utilities for two 
other dealers. 

The speaker then touched on pres- 
ent trying conditions and said all hard- 


ware dealers had felt the sting of mass 
competition. To offset this effect he 
suggested in part: “I don’t want to 
inject into this discussion, at this time, 
the merits or faults of such a program, 
but I do believe that State and national 
hardware associations must begin to 
develop a program whereby individual 
merchants can meet this mass compe- 
tition. This is a new service that your 
organization is going to be called on 


to furnish. It may come through the 





ARTHUR C. LAMSON 
Marlboro, Mass. 
Past N.R.H.A. President 


State association or it may come 
through jobber cooperation under State 
association guidance but nevertheless 
it is not far away.” 

In conclusion Mr. Giessing recom- 
mended more definite activity in sell- 
ing the association to its members 
through greater publicity and by of- 





J. CHARLES ROSS 


Kalamazoo, Mich. 
Past N.R.H.A. President 


ficers taking their responsibilities even 
more seriously and take the lead in 
helping to make the hardware busi- 
ness _ better. 

™ . 

Committee Reports 

Following Mr. Giessing’s talk the 

resolutions, place of meeting, policy 
and program and nominating commit- 
tees made their reports, most of which 
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HOBART M. THOMAS 


Creston, Iowa 


N.R.H.A. Director 


is reported elsewhere in this story of 
the Congress. The resolutions included, 
in addition to the customary apprecia- 
tion of speakers, complete disclaiming 


of any N. R. H. A. authority for the 
electrical appliance survey of the Joint 
Electrical Merchandising Committee 
and asked that this body withdraw 
these figures; instructed the formation 
of a price study committee by the Na- 
tional, which would present prior to 
Jan. 1, 1933, a specific price study pro- 
gram for the coming State conventions: 
opposed sales taxes in any form and 
called for reduction of government ex- 
penses; and urged retailers to support 
manufacturers who do not make sep- 
arate brands of merchandise nor give 
preferential prices to chain and mail 
order houses. The text of these reso- 


- lutions appears eleswhere. 


The policy and program committee, 
a new one, is intended to guide the 
way for the conduct of the coming 
state conventions and was headed by 
newly elected Vice-President E. W. 
Peterson, Florence, Wis., who was as- 
sisted in this work by: Jacob Hartz, 


Ark.; B. A. Schroeder, Ill.; Frank 








DR. FRANK M. SURFACE 


Dept. of Commerce 
Congress Speaker 


Duncan, Ind.; H. M. Thomas, Iowa; 
Veach Redd, Ky.; H. P. Aikman, N. 
Y.; A. E. Herrnstein, Ohio; Walter T. 
Massey, Del., and J. H. Luster, Va. 


Displays Retrigerators in Theatre Lobby 


Powell Hardware Co., St. Cloud, Minn., with Other Local Retail Distributors Takes Advantage 
of Theatre Traffic for Cooperative Display 


N St. Cloud, Minn., a town having 
a population in excess of 15,000, 
the Powell Hardware Co., partici- 
pated in an electric refrigeration 
show in the lobby of the Paramount 
Theatre, as part of a program worked 
out by the local refrigeration bureau. 
The exhibit was advertised on street 
cars, on trailers run in the Para- 
mount, which used the electric Re- 
frigeration Bureau slogan, and in 
newspapers to the extent of 222 
column inches. The bureau’s food 
preservation charts were displayed 
to advantage as well and 5000 the- 
atre program registration cards were 
distributed. The theatre paid the 
expense of its services and the street 
car advertising, while the bureau 
paid the balance. 

“The display in the theatre lobby 
was cooperative in every sense,” ac- 
cording to C. Johnson, secretary of 
the Powell company, “as no demon- 
strations were allowed and no sell- 
ing was done at the exhibition.” 
Newspaper advertising used during 
the week of the exhibition was fur- 
nished by the national bureau, in 
the form of mats, the various re- 
frigeration .dealers being listed on 
each ad. 

The event was staged as an edu- 
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cational feature rather than a sell- 
ing effort. The results were good 
from that standpoint. During the 
week Betty Crocker, Washburn-Cros- 
by Co., radio headliner, was the 
principal attraction, staging an ac- 
tual cooking demonstration. 
Theatre attendance during the 


week of the display was 5 per cent 
over average, and 700 people, or 18 
per cent of the local domestic cus- 
tomers, came on purpose to watch 
and listen to Miss Crocker’s demon- 
stration. A large amount of infor- 
mation, of value to the Powell store, 
was secured during the week. 
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That Incomptete Dameron Electrical Survey 


by CHARLES J. HEALE 
Editor, Hardware Age 


UCH has happened since 
M HARDWARE AGE pro- 
tested the unfairness of 
broadcasting the electrical appli- 
ance survey made by Kenneth 
Dameron, secretary of the Joint 
Electrical Merchandising Com- 
mittee. (See H. A. June 9, 1932.) 
This survey places the hard- 
ware trade in eleventh place in a 
possible thirteen, in its analysis 
of the relative importance of re- 
tail outlets in all electrical appli- 
ance distribution. Ninth and 
tenth places were given to plum- 
bers and music stores, respect- 
ively. In a table showing the 
importance of retail outlets in 
the distribution of table appli- 
ances only, the hardware trade is 
not among ten outlets listed. 

The National Retail Hardware 
Association, whose approval was 
inferred by certain news reports 
on this survey, met in annual 
congress last week at West Baden, 
Ind. Very quickly this body 
disclaimed authority for the fig- 
ures given in the Dameron survey, 
and asked that no further use of 
them be made and that all pos- 
sible steps be taken to correct 
the wrong impressions they had 
created. Details of this action 
and the formal resolution, unani- 
mously adopted by the Congress, 
appear elsewhere in this issue as 
part of the story on the West 
Baden convention. 

R. J. Atkinson is the N. R. H. 
A.’s only representative on the 
Joint Electrical Merchandising 
Committee. In a signed state- 
ment to HARDWARE AGE, Mr. At- 
kinson says: 

“Referring to your article 
on Mr. Dameron’s survey—it is 
extremely unfortunate that pub- 
lication of such an incomplete re- 
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port should have been made by 
him. While the article plainly 
states that the figures given are 
only those of manufacturers to 
retailers, it does not give the 
names of these manufacturers 
nor their merchandise. 

“Electrical merchandise is dis- 
tributed largely to retailers by 
wholesalers and electrical spe- 
cialty houses, and only a small 
percentage is distributed direct 
by the manufacturers. 

“As appliances in the main 
are only electrified hardware, of 
which the hardware merchant has 
been the recognized distributor 
for many years, one can see 
that a practical application of 
common sense would prove the 
worthlessness of the Dameron 
figures as published.” 

Mr. Dameron was invited to 
make a statement following the 
publication of our protest in the 
June 9th issue, but has declined 
to do so. Channing Sweitzer, 
managing director of the Na- 
tional Retail Dry Goods Associa- 
tion, from whose offices reports 
of this survey were distributed to 
the press, has received a similar 
invitation. At press time he has 
not responded. Both men re- 
ceived invitations in writing and 
later by telephone. 

In the meantime, Domestic 
Commerce, issued by the U. S. 
Department of Commerce, has 
published a brief statement based 
on the Dameron survey. It uses 
the figures, which give prefer- 
ence to plumbers and music stores 
to the detriment of the hardware 
trade’s standing. In this govern- 
ment bulletin the affiliation of the 
N. R. H. A. with the Joint Elec- 
trical Merchandising Committee 
is mentioned, as though to infer 
approval of this hardware body 
to the unfair survey figures. The 


inadequacy of the Dameron sur- 
vey was brought to the attention 
of the Department of Commerce 
by HarpwarE AcE. As a re- 
sult, the next bulletin of the 
department will contain a quali- 
fying correction item. This will 
emphasize that Dameron’s figures 
show only manufacturers’ direct 
sales to retailers and do not in- 
clude the very important distri- 
bution of electrical appliances 
through wholesaling channels. On 
this very omission we again pro- 
test, the unfairness of broadcast- 
ing this survey. 

While it is true that the press 
release of the Dry Goods Asso- 
ciation states that the figures are 
based on manufacturers’ sales to 
retailers, it does not inform the 
press that subsequent surveys are 
planned to show other phases of 
the distribution of electrical ap- 
pliances. True again, a more 
complete report issued by the 
same association, at least three 
weeks later (in our mail), men- 
tions briefly that other surveys 
are to be made by Dameron. But 
this all-important point, which 
admits inadequacy of the present 
report, is not emphasized. 

In the meantime, newspapers, 
trade papers and even the United 
States Government take the fig- 
ures of the existing Dameron 
survey, as though they tell the 
entire story on the distribution 
of electrical appliances. Such is 
not the case; as even the pro- 
moters of the survey admit in 
their subsequent and more com- 
plete story. 

Yet in the past thirty days they 
have permitted, willingly or not, 
an impression, grossly unfair to 
the hardware trade, and thor- 
oughly misleading, to gain head- 
way in business circles. 
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Carolinas Convention Talks 
Outstandingly Helpful 


Twenty-eighth Annual Meeting at Columbia, Made Up 
for Smaller Attendance by Showing 
Great Fraternal Spirit 


HE 28th annual convention of 

the Hardware Association of the 

Carolinas which closed a three 
day session in Columbia, S. C., Thurs- 
day, June 9, was a decided success. 
More than 150 members registered for 
the meeting. There have been greater 
numbers present but never in the his- 
tory of the association were better ad- 
dresses delivered, or a more fraternal 
spirit shown in the desire to be help- 
ful to one another. 

One regret at the meeting was the 
absence on account of sickness of the 
President, J. Betts Simmons of Charles- 
ton, whose physician forbade his com- 
ing to the convention. In his greeting 
and message read for him by Vice 
President, D. E. Turner, who presided, 
under the title, “The Road Ahead,” 
Mr. Simmons was fairly exuberant with 
hope as he pointed out “The Road to 
Profit,” to his fellow travelers. It was 
a message of better and brighter things, 
and more beautiful surroundings, and 
was filled with courage and determi- 
nation. 

Automobile terms were used through 
the convention. The report of the 
secretary-treasurer, A. R. Craig, of 
Charlotte, N. C., was under the title, 
“1931 Road Construction.” He told of 
the work of the association for the past 
year. How it had been called upon 
more frequently than ever before, and 
how there had been a greater seeking 
after new ideas and the practicing of 
new methods adapted to the times. 
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There had been no despondency, and 
there had been very few failures in the 
hardware business in this section. The 
Secretary emphasized the need for a 
uniform audit system, the importance 
of considering the turnover from week 
to week, and month to month, and not 
waiting for year’s calculations; the 
study of stock control, of diminishing 
lines and adequate stocks. 


Veach Redd Discusses a New 
Model 


Under the title, “1932 Models,” 
Veach C. Redd, Cynthiana, Ky., told 
how he had made his, business one of 
the outsanding successes in the trade. 
He did not make such claims but he 
showed how it was done in detail. He 
started with the outside appearance, 
the better the store looked the better 
business it would attract. He described 
his store fixtures, and explained how 
he carries stock in the same space and 
does a larger volume with the same 
force of salesmen. He told how he 
valued association with other dealers 
and how exchange of ideas with them 
had helped him. He had remodeled 
first at a cost of $1,500 and made that 
back in one year in the profits on in- 
creased sales. Since then he said he 
had remodeled time and again, and 
would continue to do so as improve- 
ments in store equipment are _intro- 
duced. 

L. G. Hooks, Columbia, S. C., ap- 
proved all that Mr. Redd had to say 


about equipment and displays, but de- 
clared that there must also be brains 
and energy. He said that brains some- 
times could make things go even with- 
out equipment, and that the hardware 
business could be improved by a study 
of modern grocery, drug and ten cent 
stores. Mr. Hook said that every hard- 
ware store should have a ten cent 
counter, and that the merchant should 
strive to keep goods going both ways 
coming in and going out. That fre- 
quently “hard stock” was merely neg- 
lected stock, and that the grouping of 
allied articles would increase trade. 

J. B. Murphy, of the Columbia bar 
and president of the Chamber of Com- 
merce, addressed the convention on the 
uniform ‘mechanics law which was 
introduced at the last session of the 
South Carolina Legislature, but which 
failed of passage. This law has already 
been passed in 36 states, and in Mr. 
Murphy’s opinion was a fair and equit- 
able law. He explained the details to 
the members. This law has been ap- 
proved by the American Federation of 
Labor, and by associations of lumber- 
men, hardware dealers and practically 
all associations of those who furnish 
building materials. 

Under the title, “A Handy Road 
Map,” Edward P. Minogue, assistant 
district manager of the bureau of for- 
eign and domestic commerce of the 
United States Department of Commerce, 
told of the surveys made by that 
bureau and the conclusions to be drawn 
from them. He stressed the need of 
membership in organization that would 
keep members informed and where 
there would be an exchange of ideas. 
He thought the hardware trade too 
frequently overlooked appealing to the 
trade of women. 

One of the best things a hardware 
dealer could do would be to build up 
a reputation as a reliable purchasing 
agent, said*Mr. Minogue. He said from 
the surveys of the bureau it was fre- 
quently found that a good hardware 
store in a small town would draw 
patronage from a radius of 50 miles; 
that this was greater than in any other 
line of business. 

H. Elton Pease, advertising expert of 
Chicago, could not be present, but he 
sent an address entitled, “Hitting on 
all Eight.” In this he presented the 
eight cylinders; selection and salability 
of merchandise, store organization and 
personnel, store appearance—inside 
and out, planned selling, advertising, 
window displays, interior displays, sur 
vey and customer contacts. 

Irwin E. Douglas, of the store man- 
agement service of the National Retail 
Hardware Association, Indianapolis, in 
the concluding address told of “The 
Man Behind the Wheel.” There must 

(Continued on page 67) 
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R | ust Among Ourselves 


by CHARLES J. HEALE 


HE Barrett Hardware -Co., 

Joliet, Ill., has developed 
an active photo film devel- 
oping and printing service. Film 
is sold at prevailing competitive 
prices. That provides store visit 
number one. Developing and 
printing service is rendered, also 
at the prevailing rates which 
make visit number two. When 
the amateur photographer comes 
in for his finished pictures two 
or three days later we have visit 
number three. The developing 
and printing work is handled on 
a fee basis by a local finisher 
and Barretts have a commission 
arrangement. Cameras are sold 
and in the cheaper types rented 
by the day all for the purpose of 
getting people into Barretts’. 
Amateur’ photographers are 
spenders, usually interested in 
athletics and so the camera sec- 
tion at the rear of the sport 
goods department brings such 
customers into contact with the 
sport goods displays on all three 
trips. Getting people into your 
store three times, sure, every 
couple of weeks, soon makes 
your store a habit. You take 
the party’s name and address 
and check this information 
against your mailing list. They 
are the best kind of prospects 
for everything you sell. They 
have been in your store, have 
seen its variety of merchandise, 
noted your values and have al- 
ready begun to feel quite at 
home with you. You and your 
associates enjoy a nodding ac- 
quaintance. Such a plan should 
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Editor, Hardware Age 


work well almost anywhere. 
Manager Charlie Crawford is 
responsible for the idea. 


—— HA —— 


During the holiday season 
Mr. Crawford works another 
good stunt. He gathers up a 
great variety of railroad, steam- 
ship and bus timetables serving 
popular resorts. Has Chamber 
of Commerce and auto club cir- 
culars telling about the vacation 
opportunities of many nearby 
beauty spots or good places for 
fishing. This literature is dis- 
played in a rack like those 
found in railroad stations, clubs 
and hotels and is very popular. 
Of course it is an extra service 
without fee. It is advertised. 
People planning vacations are 
invited to procure interesting 
suggestions at Barretts’, which 
many do. The store is on the 
mailing list for circulars from 
railroads, resort associations, 
fishing and hunting clubs, ete. 
People preparing for vacation 
need equipment such as Barretts 
sell. While no figures are avail- 
able indicating how much vol- 
ume comes from this idea, it is 
known that this little rack brings 
people into the store and causes 
them to comment favorably and 
to think favorably of Barretts’. 
Each circular bears the stamped 
imprint of the firm name with a 
short message about vacation ne- 
cessities being available at Bar- 
retts’. It’s these little extras that 


‘ make even a good business bet- 





ter. The public always warms 


-up to the store where something 


extra is provided. 


HA 








Here’s an idea from a western 
drug store: When it runs a 
special sale and finds the avail- 
able supply of special merchan- 
dise short, a “‘rain check” is is- 
sued, which promises delivery in 
a specified time. This is a par- 
ticularly good plan, if the money 
is collected on the spot. Then it 
assures you that the customer 
really wants the goods and as- 
sures the customer that you real-: 
ly mean business when you ad-; 
vertise a special. However, if 
no money changes hands and the 
customer merely walks out with 
a promise, that slip may be held 
indefinitely and then presented 
as a claim for the special value, 
a long time after. That’s not so 
good. 


—— HA 


Chicago is a most important 
city in the advertising field. The 
folks there generally seem to 
have some advertising sense, even 
in small details. The largest 
Knights of Columbus” unit kas 
for its phone number “Columbus 
1492” and the Century of Prog- 
ress to be observed next year has 
as its phone number “Victory 
1933.” As Andy (also of Chi- 
cago fame) says, “aint that 
sumpin?” 
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Merehandise in 


the LIMELIGHT 


By ALFRED PAULUS* 


ROM the moment a pedes- 

trian stops at the show win- 

dow until he buys some 
article of merchandise, every 
selling medium, every display 
practice must help to stimulate 
his desire to buy. The show win- 
dow, the entrance, and the gen- 
eral interior help to eneourage 
this desire—to build up mo- 
mentum toward a sale. Light is 
important to each of these units 
because it is a factor in their 
continuity, like the baton in a 
relay race. - Always bolstering 
appeal light keeps merchandise 
in the “limelight” of customer 
attention. 

The mere fact that a prospect 
enters your store is in no way 
an assurance that he has come in 
to buy. The merchandising dis- 
play, therefore, must always 
continue to function. In this 
phase of display lighting, the 


* Westinghouse Lighting Engineer. 
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Vertical plane illumination from the general lighting fixtures is ample for the 

tool displays on cabinet doors, but for recessed sections and open top display 

counters, local lighting from 25-watt tubular lamps spaced 15 inches apart gives 
greater appeal to the merchandise displayed. 
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Lighting Eliminating 
Reflections 


method of applying light is most 
important. 

Concealing the light source is 
a desirable requisite often over- 
looked in the use of illumination 
for merchandising. For example, 


One method of lighting glass-enclosed wall case 
using mirrored glass reflectors similar in shape to 
those used in the shew windows. 
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Method of wiring 
show case lighting 
equipment. 





oe Continuous trough equipment is best method of lighting floor cases because the light 
source is concealed from view while the merchandise is brightly illuminated. 


WIT 





if bare lamps were used in dis- 
play areas, they would be con- 
spicuous and attract the atten- 
tion of a customer. Also they 
would produce a glare that would 
blur the vision and at the same 
time perhaps distort the appear- 
ance of merchandise. All dis- 
play mediums, such as cases, 
counters, and wall cabinets 
should be illuminated much after 
the fashion of a stage, with plen- 
ty of light on the merchandise 
but no obvious indications of the 
light source. That may be ac- 
complished by concealing the 
light source in such a manner as 
to attract as little attention as 
possible to itself. Thus the cus- 
tomer is less likely to be con- 
scious of the lighting and will 
devote his entire attention to the 
merchandise display. All appli- 
cations of light in the hardware 
store should be given careful 
consideration. 


Using the Show Case 


Like the prima donna who 
holds the center of the stage and 
hence receives the brightest spot, 
the showcase concentrates the 
gaze of your customer audience 
on the “leading actors” of in- 
terior display. 
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In general aspect the show- 
case functions as a miniature 
show window, striving to enhance 
the appearance of merchandise. 
The showcase is not for the stor- 
age of goods no more than is the 
show window. Good lighting 
plus neat and attractive display 
arrangement makes it a power- 
ful sales unit, too powerful to 
neglect. Particularly so since 
here the customer is approaching 
the point of purchase where any 
slowing down of merchandising 





LIGHTS, ACTION! 


N a New York State town 
of 35,000 people, a 
short time ago, it was found 
that one side of the street 
was getting 65 per cent of 
the night traffic, and the 
other side was getting 35 
per cent. Out of the 35 
per cent on the wrong side 
of the street, only 2 per 
cent stopped and looked at 
the windows. The light 
company realized the situ- 
ation, and they took four 
stores along the other side 
of the street, and simply 
brightened the lights at 
night, and the following 
week they had 55 per cent 
of the traffic on that side of 
the street and 35 per cent 
of them, if you please, 

looking in the windows. 
H. ELTON PEASE 











momentum might result in a lost 
sale. 

Not alone a medium which en- 
courages a sale, the showcase is 
a convenience. It simplifies the 
customer’s problem in locating 
a particular item, and then makes 
it easy for him to inspect the 
merchandise. A customer some- 
times walks to the rear of the 
store immediately upon entrance 
or perhaps not until he has 
bought something and goes there 
to pay for it. Whatever the situ- 
ation the merchandise displayed 
in the floor and wall cases are 
subject to attention, perhaps to 
interest the buyer in some other 
article of merchandise. There- 
fore, the showcases, open top 
counters with their galaxy of 
iterhs, and the wall cases, should 
always be illuminated. To wait 
until a customer is brought to 
a case before the lights are 
switched on, is a silent admis- 
sion that perhaps the merchan- 
dise therein is not worthy of 


display. 
Effective Case Lighting 


Display case lighting, to be 
effective, should be of higher in- 
tensity than the interior illumi- 
nation. Customary practice rec- 
ommends an intensity in a meas- 
ure of four times the general 
store lighting. 

Overhead 


store illumination 
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cannot be expected to serve also 
for the interiors of cases. One 
obvious reason is that the re- 
flections in the glass tops and 
sides of floor cases hide the dis- 
played merchandise just as day- 
light reflections do in the show 
window. Only high intensity 
lighting in the case will correct 
this condition. 

Two methods of lighting are 
generally followed in glass-en- 
closed floor cases. One method 
uses individual reflectors, placed 
at the front of the case just be- 
neath the top glass so as to dis- 
tribute their light efficiently on 
the interior display. They may 
be equipped with 25-watt Mazda 
lamps and located at intervals of 
15 inches. 

The appearance of merchan- 
dise within a showcase is rela- 
tive to the light it reflects which 
in turn is measured by the light 
absorbed. For light-colored mer- 
chandise, 25-watt lamps are sat- 
isfactory, but for dark-colored 
products the desirable higher in- 
tensity requires the use of 40- 
watt lamps. 

The other method of lighting 
showcases consists of continuous 
trough reflectors and uses tubu- 
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lar lamps. Trough lighting is 
more compact and can be mount- 
ed so that the source of light is 
less conspicuous than with indi- 


How tubular reflector and lamp may 

be installed to illuminate merchandise 

display on open top counter below 
wall cabinets. 






CONTINUOUS TROUGH 
REFLECTOR WITH 
TUBULAR LAMP 





QAR SSS 











lamp is usually spaced on 12- 
inch centers. The 40-watt, T-8 
Mazda tubular lamp mounted on 
15-inch spacing will produce the 





Compare the ledge lighting in this picture with the photo above. 


vidual reflectors. It is less likely 
to detract the attention of cus- 
tomers from the merchandise. 
Tubular lamps for showcase 
lighting are available in a num- 
ber of sizes and wattages. The 
25-watt, T-10 tubular Mazda 


extra intensity desirable for 
dark-colored merchandise. 
Lamp manufacturers have re- 
cently introduced a new tubular 
lamp which is scarcely larger 
than a fountain pen. It pro- 
(Continued on page 59) 
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by ROBERT A. HARDY 


ANY dealers have found 
M that a carefully planned 

program of securing 
leads to live prospects and fol- 
lowing them through was the 
means of making an_ outside 
sales campaign of real practical 
value as well as removing many 
of the difficulties that accompany 
the ordinary cold canvass. 

The planning of such a cam- 
paign involves four steps which 
might be outlined very simply as 
follows: 

1. Select merchandise _ that 
can profitably be sold by outside 
work. 

2. Secure leads to live pros- 
pects. 

3. Stimulate the prospect’s 
interest in advance of the call. 

4. Follow up’ with good, 
strong sales work. 


What Goods Can You Sell? 


It should be an easy matter to 
decide about what merchandise 
it will pay to make an outside 
sales effort. For instance, one 
would hardly expect to put on an 
outside selling campaign on 
nails, wire screen, padlocks or 
pocket knives. On the other 
hand, household equipment such 
as refrigerators, washers, iron- 
ers, vacuum cleaners or radios 
are being sold very generally by 
outside sales work as everybody 
knows. 
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HOW TO 


Warm 
Up 


the 


Cold 
Canvass 














Between these two extremes 
there is a wide range of mer- 
chandise which can be sold by 
outside effort at the right sea- 
sons. Paints, for example, be- 
long in this group, although in 
many neighborhoods no outside 
work has ever been done in sell- 
ing paint to the home owner. 
During the spring painting sea- 
son almost every home is a pros- 
pect for a small sale and often 
a substantial purchase can be 
built up by selling the materials 
for a house job or for several in- 
terior rooms. The important 
thing in selecting goods for an 
outside sales campaign is not to 
overlook any lines that can prof- 
itably be stimulated by this 
method. These are usually lines 


“The problem is—how can the hardware 

store get the benefit of an outside sales cam- 

paign without the waste and discouragement 
that a ‘cold turkey’ canvass involves?” 


of general demand where the unit 
purchase is large enough to war- 
rant the effort. 


Where to Look for Leads 


The first place to look for 
leads to live prospects is right in 
the store among the people who 
come in from day to day. Where 
many customers are coming and 
going all the time it is possible 
to build up an excellent list of 
prospects provided you get the 
interested cooperation of the 
sales force. A store meeting is 
a good way to bring the plan be- 
fore the sales people, explain the 
merchandise upon which effort is 
to be made and obtain their in- 
terest in getting the names of 
likely prospects whom they meet 
from day to day. A convenient 
way of recording names is by the 
use of cards with spaces for the 
names and addresses of pros- 
pects, the goods interested in 
and the probable date of pur- 
chase. Very little more is essen- 
tial, although there should be 
space for remarks in which any 
unusual conditions may _ be 
noted. A prospect form which 
is unnecessarily complicated 
may defeat its own purpose by 
making it too difficult for the 
salesman to get all the informa- 
tion asked for. A handy form 
for prospect blanks is in pads 
which a salesman can keep in his 
pocket and use at a minute’s no- 
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tice. The real value of a prospect 
form is simply in having a regular 
method of getting names of interested 
prospects, which is easy and con- 
venient for all the sales people to 
use. It is surprising how many de- 
sirable names can be secured by a 
systematic effort in this direction. 

For instance, a salesman making 
a sale of a small can of enamel asks, 
“Do you expect to paint your house 
this spring?” The answer may in- 
dicate a good prospect for an order 
of house paint within a couple of 
months. If there is no plan for 
recording the name and address of 
the prospect, it is likely that he will 
be forgotten when the time for paint- 
ing comes around. 

A store that has been very success- 
ful in building up its trade in house- 
hold lines makes a point of having 
some appliance such as a washer, 
vacuum cleaner, ironer or refriger- 
ator out on the floor just inside the 
front door where it cannot help 
being seen by everyone who comes 
into the store. Displays are changed 
frequently so that customers will not 
always see the same devices in the 
same place. 

An intelligent girl is in charge, 
not merely to demonstrate the ap- 
pliance, but also to take the names 
of any customers who show any in- 
terest. The girl is not a tained 
demonstrator or sales woman, and 
her work is mainly to find out the 
people who at first may have only a 
casual interest. Prospect cards are 
provided for taking down names and 
addresses. As a reason for giving 
their names, prospects are promised 
interesting literature on the product 
and its uses. The names secured 
in this way are enough to keep an 
outside salesman busy most of the 
time, following up live prospects. 
This store recognizes that a large 
purchase, such as a household ap- 
pliance, is the subject of careful 
consideration and that the best way 
to close the sale is by a demonstra- 
tion in the home rather than waiting 
for the prospect to come back to the 
store. It is one way of getting away 
from the cold canvass with a defi- 
nitely planned outside sales cam- 
paign. 

The acquaintance of members of 
the store organization may also be 
utilized. A plan which makes it 
easy for employees to turn in the 
names of their friends who may be 
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interested in various purchases will 
furnish the names of many prospects 
who might otherwise be overlooked. 
When this is done, it is usually de- 
sirable to offer some kind of a com- 
mission or reward to the employee 
furnishing the name of prospect to 
whom a sale is made. Of course, 
salespeople must be trained to use 
some discrimination in determining 
who are real prospects and not 
merely turn in lists of names. A 
smaller number of prospects, each of 
whom there is a reasonable chance 
of selling, is worth much more than 
a much larger list who represent 
merely hopes. 


Enlisting the Delivery 
Organization 

One store gets the names of pros- 
pects through its delivery service. 
The men on delivery trucks are in- 
structed to look for prospects among 
the homes they visit, and are suc- 
cessful in securing many good leads 
for the salesmen to follow up. For 
instance, here is a home without a 
radio or having an old or obsolete 
one. Another home may need a re- 
frigerator or a washer. Painting 
outside or inside may be needed or 
other conditions apparent which in- 
dicate a good prospect for certain 
hardware merchandise. The mer- 
chandising sense of the delivery em- 
ployee can be developed so that they 
will look for and turn in regularly 
the names of prospects which lead to 
a nice volume of sales. One coal 
company which also operates a hard- 
ware business has even trained its 
truck drivers so that they have been 
able to secure some good orders 
from homes here they have delivered 
coal. 

A roofing concern has secured the 
names of good prospects by sending 
out a man to cover the residential 
sections of the town and note the 
condition of the roofs as he goes 
up and down the street. He is able 
to note many houses where reroofing 
appears to be needed. The same kind 
of method has been used by paint 
dealers and master painters to dis- 
cover houses that need painting. 
Prospects located in this way are 
worth the time of an experienced 
salesman to follow up. 

Direct mail and newspaper adver- 
tising can be used to bring in names 
of prospects. Some names are fur- 
nished by manufacturers as a result 


of their advertising. Consumer mail 
campaigns are offered by manufac- 
turers either free or by sharing the 
cost on a cooperative basis. These 
often include return post cards or 
coupons which furnish worthwhile 
prospects. If all the methods avail- 
able to get leads are used, there 
should be ample opportunity for con- 
ducting an outside sales campaign 
without the necessity of resorting to 
the cold canvass method. 


Warming Prospect’s Interest 


If you can stimulate the pros- 
pect’s interest in the merchandise in 
advance, it becomes a whole lot 
easier for the salesman when he 
calls. This has already been accom- 
plished to some extent when the lists 
are compiled by including only the 
names of people who are interested 
to a certain extent in the proposi- 
tion. This interest can be cultivated 
by letters and literature preceding 
the salesman’s call. Salesmen always 
report that this kind of promotion 
helps them materially when they go 
in. Of course, the direct mail pro- 
motion should not be so complete 
that there is nothing left for the 
salesman to say. This is especially 
true in regard to prices. Unless 
the price is well known and an es- 
sential feature in the advertising, it 
is better to let the salesman quote 
the actual figures. The mail cam- 
paign can mention prices in some 
such way as, “Lowest prices in 
years,” or “You will be surprised 
how little this will cost.” 

Some one may ask, “Why use di- 
rect mail at all unless you try to 
get an order?” On the larger arti- 
cles wheré the profit is enough to 
make an outside sales campaign 
worth while, it is too much to expect 
the mail campaign to complete the 
sale. Nothing can take the place of 
personal selling. But preliminary 
sales promotion by mail will help 
wonderfully in breaking the ice for 
the salesman when he calls. 

Novelties such as paring knives, 
spatulas, holders, cake tins, brushes 
and other small household articles 
have been used very effectively in 
connection with an outside sales 
campaign. These articles may be 
offered in various ways through the 
advertising and delivered personally 
by the salesman when he calls. They 
serve to gain an interview, as a pros- 

(Continued on page 49) 
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66 HEY’RE imported,” said the 
Te tongued salesman; “just 
as good as anything made in 

this country and a whole lot lower 
in price. American manufacturers 
can’t make them at the prices you'll 
be able to retail them at. Your cus- 
tomers want price these days, and 
here’s your chance to give it to them 
ata profit. Just fill your sales tables 
with values like these and you'll 
have the trade of this district flock- 


ing to you.” 


They’re Imported 


So the merchant bought heavily of 
the cheap foreign merchandise. 





* * * 


“They’re imported,” said the mer- 
chant; “just as good as the kind you 
have been buying and at half the 
price. I’m here to save you money.” 
“Are they guaranteed?” asked the 
farmer cautiously. “Certainly,” re- 
plied the merchant. We stand back 
of everything we sell.” 

So the farmer bought an assort- 
ment of cheap imported tools. 


“ * 


“I’m sorry men,” said the manu- 


facturer, “but we’ve got to put the 
plant on a three-day week. That 
cheap imported stuff is cutting down 
our sales. It hasn’t the quality of 
our goods, but it looks all right, and 
the merchants are buying it. If it 
keeps up we may have to close the 


plant.” 


So the workmen went home with 


heavy hearts. 
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*THIS PLANT 
WILL GO 








“We'll have to cut expenses, 
Mother,” said the laborer sadly. 
“The plant is only running three 
days a week, and I’m paid by the 
day.” The wife wept softly. “We'll 
just have to do the best we can, 
John,” she said. “We'll cut down on 
meat, cream, butter and eggs and go 
without new clothes. We'll have to 
give up our plans for the new home, 
and use our savings to keep the chil- 
dren in school.” . 

So the workman and his family 
bought only bare necessities. 
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by LLEW S. SOULE 





“You'll have to cancel that order 
of mine,” said the factory worker to 
the merchant. “I can’t build that new 
home. With the factory running on 
part time, it will take every cent I 
earn for living expenses. I guess 
Pll just have to patch up the old 
place and make it do.” 

“You'll need tools,” said the mer- 
chant eagerly, “and I can sell them 
to you cheap. These are imported; 
just as good as any and half price.” 

The workman’s eyes blazed. “Im- 
ported, are they?” he snarled. “Well 
you can keep ’em, and the rest of 
your goods, too. That’s the kind of 
junk that stopped our plant from 
running. I'll never buy another 
nickel’s worth from you or your 
kind.” 

And he walked out of the store. 

* * * 


“It’s no use talking,” said the 
farmer curtly; “I can’t buy a new 
range this year, and I can’t paint 
the house either. Eggs are down to 
ten cents a dozen; the price of cream 
is so low it won’t pay the feed bills; 
and wheat took another drop this 
morning.” 

“And say,” he went on, “here’s that 
bunch of cheap tools you sold me 
last month; they’re no good, and 
you guaranteed ’em. Imported, you 
said, didn’t you? Well, you better 
import some one to buy ’em. No, 
I don’t want to exchange them. I 
want my money back. I bought some 


NO! 


ih 


a 












good American tools in Centerville 
The farmer stalked out. 


* * % 

“How about another order of those 
imported items?” queried the glib 
tongued salesman. “I can sell them 
to you cheaper than American manu- 
facturers can make them.” 

The disillusioned merchant looked 
at him coldly. “I'll give you an 
order,” he snapped. “Yes, I’ll give 
you two orders: Get out and stay 
out. Bill,” he called to his helper. 
“Move this junk to the back room. 
Our customers don’t want it at any 
price. They want jobs and a mar- 
ket for what they produce.” 

And he opened his ledger and 


made an entry in red ink.” 
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Hardware Age 


Window Display Suggestions 


F you are one of the wise 
window trimmers who have 
sent for the HARDWARE AGE 

instructions and have built a set 
of interchangeable window dis- 
play fixtures, you will find these 
trims easy to install and very ef- 
fective. 

The problem of getting the 
merchandise up off the floor, so 
that all groups can be seen read- 
ily, has been satisfactorily solved 
with the fixtures. If you have not 
already done so, send to the win- 
dow display editor for a reprint 
of a previous article telling how 
to make them. 

Cool greens, blues and white 
are the color notes to use at this 

(Continued on page 66) 
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Needed?! 


A National Catalyzer 


By SAUNDERS NORVELL 


NCE I was in the chemical 
QO business. Chemistry is 

one of the most interest- 
ing of all sciences. Every chem- 
ist knows what a catalyzer is. 
What is it? You may have two 
chemical elements that as far 
as action is concerned are dead 
to the world. You can put them 
together and nothing happens. 
Then if you know the right cat- 
alyzer and mix this catalyzer 
with these two dead chemicals, 
suddenly you have tremendous 
activity. A catalyzer, through 
some chemical action, brings the 
two inert chemical elements to 
sudden life and activity. 

All of us sit and read the daily 
papers. All of us sit and read 
what is happening. The great 
majority of us do nothing and 
take no action until we are con- 
fronted with new taxation both 
personal and in a business way. 

The trouble with most of us 
is not that we do not see, not that 
we do not know, not that we are 
not told, but when we see, when 
we know and when we are told 
we do not take any action. 

This lack of action, of initi- 
ative, of aggressiveness in the 
mass of the American people is 
simply appalling. We are sup- 
posed to be a very energetic, ag- 
gressive, active nation. As a 
matter of fact the mass of the 
people are not. Some few of our 
people are farsighted. They not 
only know, but they do take ac- 
tion, but this class of our people 
are few in numbers and far be- 
tween. We see this in every di- 
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rection and on all sides of us. 
We see it in business. We see it 
in politics. We see it in our city 
government. We see it in our 
own families and we see it in 
ourselves. 

The last thing any of us want 
to do is to take any new or ag- 
gressive action about anything. 
Suppose there is a business that 
on account of the changes in the 
times must be cleaned up or go 
into the hands of a receiver. 
Can you get any of the men in 
that business to do the cleaning 
up? You certainly cannot. No 
matter how much they may know 
about the necessity of cutting 
down expenses, the necessity of 
economies, the people estab- 
lished in the business itself will 
not take action. They seem to be 
tongue-tied and hide-bound. It 
is only by bringing in one of the 
few executives, who not only 
think, but also take action that 
businesses in this state can be 
saved. Help in almost every in- 
stance comes from the outside 
and not from the inside. 

Of course, there are many 
who will differ with this state- 
ment, but let me call your atten- 
tion to the large number of busi- 
nesses of the country that having 
gotten into trouble on account of 
their own management finally 
had to call upon the banks for 
help. Then the banks have put 
new men into these businesses. 
They have made new men mem- 
bers of their board of directors 
in order to help pull these busi- 
nesses out of the hole. The 
banks have had to put these men 


into these businesses not because 
these men knew more about the 
businesses than the men who had 
been running them in the past, 
but because these men gather- 
ing the facts and figures from 
those in the business will see 
that some action will be taken to 
remedy the situation. The old 
people in the business wouldn’t 
take the action. Therefore, all 
over the country banks have had 
to put new men into businesses 
to make them do the things that 
should be done. 

Let-me illustrate with a spe- 
cific case: A merchant came to 
New York to raise capital. He 
wished to borrow $50,000. When 
he was asked for his statement 
it was shown that he had $600,- 
000 in receivables, on his books. 
“Why do you have to borrow 
$50,000,” asked the banker, 
“when your receivables are so 
large? Why don’t you collect 
this amount out of these receiv- 
ables?” -What do you suppose 
this merchant answered? His re- 
ply was that he had a relative 
who was the treasurer of his 
company, and this relative had 
neglected collections and now 
they were in a pinch and must 
have this cash immediately. The 
banker, of course, told this mer- 
chant to go home and get busy 
on collections himself, that it was 
his duty to take this job out of 
the hands of his relative. Did 
the merchant do this? No, he 
did not. He went home but he 
did not collect. He seemed to be 
in a trance. He did not seem to 
be willing to do the obvious 
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thing that he should do. So what 
happened finally was the cred- 
itors had to put a man into that 
business to do the collecting. 
This man did collect and this 
business has been saved. 

A striking illustration of the 
slowness of business men to take 
action is the recent tax situation. 
It was evident for some time that 
an excise tax of 10 per cent was 
to be placed on certain commodi- 
ties. The country was advised 
this bill would be hurried 
through. It was advised that the 
President would sign this bill 
immediately. They were advised 
fitteer days after the signing of 
this bill it would go into effect. 
Then what happened? A com- 
paratively few merchants of the 
country covered themselves by 
placing orders. These mer- 
chants got their orders in early. 
They placed large orders. The 
great mass of the merchants of 
the country did not place any 
orders until within a week or 
ten days before the new tax law 
went into effect. What is the re- 
sult? On account of the enor- 
mous amount of business placed 
with the manufacturers these late 
comers cannot be taken care of, 
and their orders must be can- 
celled or they must pay the 10 
per cent additional tax. Many 
merchants of the country who 
could have placed their orders 
early for their requirements for 
large or small quantities have 
not bought any goods covered by 
the tax. Therefore, these mer- 
chants buying their goods in the 
future will be at a disadvantage 
of 10 per cent as compared with 
the merchants who took swift ac- 
tion in placing their orders in an- 
ticipation of the tax. Will these 
merchants who were slow blame 
themselves? They certainly will 
not. They will blame the manu- 
facturers. They will say why 
didn’t these manufacturers have 
enough goods to fill our orders 
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when they were received. They 
will say the manufacturer’s 
salesmen took our orders. They 
will say they were urged to buy. 
Therefore, the order should be 
filled. 

Did these merchants ever stop 
to think that no manufacturer 
could take care of a year’s vol- 
ume of business in two weeks 
time. Possibly some manufac- 
turers may carry an inventory 
of a year’s sales, but such man- 
ufacturers will certainly be con- 
ducting their business upon a 
very wasteful method. Any such 
manufacturer carrying a year’s 
stock would have to buy raw ma- 
terials for cash. Pay labor in 
cash. Therefore, have many 
thousands or millions of dollars 
tied up. In times through which 
we are passing, when raw mate- 
rials have been steadily declin- 
ing, very few manufacturers 
have been carrying heavy stocks. 
Most of them have reduced their 
stocks to the minimum. In addi- 
tion to interest charges on heavy 
stocks, must also be considered 
depreciation, insurance, taxation 
and warehousing charges. 

It is a well-known fact that 
when the break in stocks started 
in October, 1929 many investors 
felt that stocks and bonds were 
too high. They felt that prob- 
ably the best thing to do would 
be to sell. Many holders of for- 
eign securities knew these secuti- 
ties were dangerous. Did they 
sell? Very few of them. Most 
of the investors, especially those 
who had the stocks and bonds 
paid for and put away in their 
tin boxes, did not do anything. 
They felt they should do some- 
thing, but for some reason thal 
now they themselves cannot un- 
derstand, they could not and 
would not take any action. In 
some cases where these specu- 
lators or investors had borrowed 
money from the banks the banks 
themselves insisted that they sell 


their securities and pay their 
loans. These investors were fore- 
ed to sell out and those who sold 
out early in the decline saved a 
great deal of money by being 
forced to sell out. No one has 
given the banks any credit, how- 
ever, for saving this money for 
their clients. 

I know of one instance where 
a young broker owned a seat on 
the Stock Exchange. It had cost 
him about $250,000. He was 
hard hit by the decline in the 
prices of stocks, but he wouldn’t 
take any action. He wouldn’t 
sell his stocks, nor would he sell 
his seat on the Exchange. The 
bank with whom he had a loan 
called him in and insisted on his 
taking action. He was forced to 
take action. He got $200,000 
for his seat on the Exchange, 
losing $50,000. But since then 
he could have bought his seat 
back for $75,000. Therefore, 
this bank is forcing him to take 
action actually saved him $125.,- 
000. Is this young broker grate- 
ful to his bank? I very much 
doubt it. 

Therefore, we conclude from 
our observations that the world 
is just full of people who think 
that being conservative is to sit 
still and do nothing. They do 
not realize that there is just as 
much danger in sitting still as 
there is in going ahead; in fact 
in the past two or three years 
there has been a great deal more 
danger in being conservative sit- 
ting still than in being radical 
and doing something. 

This applies just as much to 
merchandising as to banking. 
Merchants having on hand goods 
that they know are obsolete and 
out of date will not cut prices 
and move these goods. They 
would rather sit in their stores 
and look at these goods on the 
shelves day after day. Have 
these goods grown any better by 


(Continued on page 67) 
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Your 


Liability 


EEDLESS to say, the great 
| \ majority of retail mer- 

chants own automobiles 
that are used for either business 
or pleasure or both, and they op- 
erate such cars under the rules 
of liability common to all car 
owners. But, being engaged in 
a public business, a merchant is 
perhaps more apt to be called 
upon to lend or permit another 
to drive his car or truck, than is 
the average car owner. And that 
is where the competency of a 
person permitted to use a car 
may strike home. 

This is true because many 
courts have held that permitting 
an incompetent person to drive a 
car amounts to negligence, so as 
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In Letting Incompetent 
Persons Use 





to render the car owner liable 
for resulting injury. A _ nice 
point this, and one well worth 
having in mind when requested 
to permit another to drive your 
car. So now let us see how the 
courts have reasoned on this sub- 
ject in a few cases of this kind. 


Car Owner Lends Machine 
to Drinking Friend 


In one case of this kind, a car 
owner permitted a friend to take 
his car for a drive, and the latter 
after having a few drinks began 
driving at an excessive speed. 
As a result he met with an acci- 
dent in which a third party was 
seriously injured. The latter 
then brought suit for damages 





by LESLIE CHILDS 





How will the courts 
consider your lia- 
bility if your car 
figures in an acci- 
dent, even though 
you were not the 
driver? Read this 
article by an au- 
thority on the sub- 
jet. 5. lt 


Your Car 


against the car owner, on the 
ground that he had been negli- 
gent in turning his car over to a 
person known to be unfit to drive 
same. 

Upon the trial of the case 
there was evidence that tended to 
show that the person allowed to 
take the car was a drinking man, 
and a known reckless driver 
when under the influence of 
liquor. That the car owner had 
knowledge of the character of his 
friend when he permitted him to 
take a car. On this evidence, a 
judgment for $1,000 was ren- 
dered against the car owner, and 
in affirming same the court said: 

“It is clearly established that 
he (the driver) was much given 
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to drink, * * * It is commonly 
known that one who is most com- 
petent and careful as an opera- 
tor of an automobile when per- 
fectly sober becomes incompe- 
tent and reckless after indulgence 
in one or two drinks. * * * 
Incompetence, recklessness, and 
accidents are so universally the 
sequel of drinking that an owner 
of an automobile is put on notice 
of what is likely to occur if he 
does not take active steps to pre- 
vent any one addicted to drink- 
ing from driving it. If he fails 
in the performance of this duty, 
he should suffer the consequences 
of his neglect.” 

So much for that case, and 
now let us take another. Here a 
car owner permitted a young 
man who had quite a reputation 
for reckless driving to take his 
car. An accident followed that 
was alleged to have resulted 
from the young man’s negli- 
gence. Suit followed against the 
car owner for damages, and the 
court in reasoning on the ques- 
tion presented used the following 
language: 


Permitting Reckless Person 
to Use Car Held Negligence 


“In its simplest form the 
question is whether the owner 
when he permits an incompetent 
or reckless person, whom he 
knows to be incompetent or reck- 
less, to take and operate his car, 
acts as an ordinary prudent per- 
son would be expected to act 
under the circumstances. If he 
were to intrust his car to a per- 
son whom he knew to be insane 
or intoxicated or utterly incom- 
petent to run a car, it would cer- 
tainly shock the common under- 
standing to hold that he was not 
chargeable with negligence. 

“There can be no difference 
in principle but only in degree, 
where he knows the driver to be 
careless and reckless in the op- 
eration of the machine. In any 
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case, consideration for the safety 
of others requires him to with- 
hold his consent and thereby re- 
frain from participating in any 
accident that is liable to happen 
from the careless and reckless 
driving of such a dangerous in- 
strumentality.” 

In closing it may be noted, 
that the foregoing rule of liabil- 
ity is an exception to the gen- 
eral rule, and that under the 
latter a car owner may only be 
held liable for a driver’s negli- 
gence when the driver is acting 


as the agent or servant of the 
owner. Though this has been 
changed in a few states by sta- 
tute, that makes car owners liable 
for accidents when their cars are 
being operated with their con- 
sent, regardless of who is at the 
wheel or the purpose of the driv- 
ing. However, this does not 
soften the rule illustrated one 
dot, and when a car owner per- 
mits one known to be reckless or 
incompetent to drive his car he 
is flirting with trouble with a 
capital T. 





Warming Up the Cold Canvass 


(Continued from page 42) 


pect will not often refuse to talk 
with a salesman who makes his intro- 
duction a gift of a useful article. 

In some instances it is possible to 
use the telephone to pave the way 
for calls. There must be, however, 
some specific reason for making the 
phone call. A cold canvass by phone 
has seldom proved successful. It is 
too easy for prospects to say that 
they are not interested with a finality 
which prevents their being followed 
up with a personal call. Some real 
inducement, such as a special value, 
the offer of a demonstration, a 
novelty or sample will make it more 
likely to obtain the interview. 


Closing the Sale 


The actual sales talk and methods 
of closing the sale are usually well 
covered in the literature of the manu- 
facturer making the product. The 
resourcefulness and ability of the 
salesman count in outside work even 
more than they do in selling inside 
the store. Even with the best sales- 
men much depends upon the prelimi- 
nary work of selection of prospects 
and building up their interest. Many 
a salesman will do a wonderful job 
when he gets a favorable start, but 
has a great deal of difficulty in reach- 
ing the prospects who are interested 
in his story. 

This is why the planning and fol- 
lowing through of an organized cam- 
paign will accomplish results which 


never could be obtained by occa- 
sional hit or miss efforts. A well 
planned campaign with only average 
ability on the part of the salesmen 
will often accomplish more for the 
store than a few star salesmen hit- 
ting the high spots without any defi- 
nite plan. 

Competition in outside selling is 
getting keener. The unemployment 
situation has made it possible to ob- 
tain a much higher type of salesman 
than formerly. Outside salesmen are 
getting business which belongs to the 
hardware store. It is a situation 
which few dealers can afford to over- 
look. 

In working out of a retail hard- 
ware ‘store, the salesman has a de- 
cided advantage. The store is estab- 
lished and known in the community. 
It is rendering a useful service to 


the neighborhoed. This in itself 
carries confidence. When the out- 
side selling campaign has _ been 


planned on the basis of seeking out 
logical prospects and delivering 
merchandise which they really need, 
it is likely to prove successful. 





Turn to page 38 and 
read the latest install- 
ment of the HARDWARE 
AGE series of articles on 
Lighting. 





49 











MARVIN’S STORE MEETINGS 


by Llew S. Soule 








The Force Gets Some Tips on 
Various Types of Customers 


paratively a newcomer in 

the Marvin Hardware Store, 
was a capable young person with 
a fund of training and experi- 
ence in retail selling. For sev- 
eral years she had handled a sec- 
tion of the housewares depart- 
ment in a city store, and her only 
reason for being in Marvinville 
was to be with her aged mother. 
As Mr. Marvin watched her 
capable handling of the custom- 
ers in the new basement sales- 
room, he congratulated himself 
on having persuaded her to join 
the Marvin store staff. 

“Did you have any special 
training in the methods to use 
with various customers, Irma?” 
he asked pleasantly. “Why, yes, 
Mr. Marvin,” she replied. “We 


ir BALDWIN, while com- 
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were constantly receiving in- 
struction on how to meet differ- 
ent types of people, and what 
methods to use in selling them.” 
“That sounds very, interesting,” 
he said thoughtfully. “I wonder 
if you would care to pass some 
of that information along to us 
at the store meeting Friday even- 
ing? You know you are sched- 
uled to preside.” 

“T shall be very glad to,” 
Irma replied earnestly, “and | 
hope you will find it as fascinat- 
ing as it is to me.” 

Thus it happened that when 
the time came to call the Marvin 
store . meeting to order, Irma 
Baldwin had her subject well in 
hand. “Fellow employees,” she 
said, “Mr. Marvin has suggested 
a subject for this evening’s dis- 


cussion, that is a very important 
one in retailing—the various 
types of customers and the meth- 
ods to use in dealing with them. 
Pll begin by telling you some- 
thing that happened in the store 
where I formerly worked, and 
how a trained salesman handled 
one of the type we know as ‘un- 
reasonable customers.’ ” 

“A man came into the paint 
department with a brush he had 
purchased some weeks _ before. 
‘Look at that brush,’ he snorted. 
‘It’s as stiff as a board; can’t do 
a thing with it, and I’ve only had 
it three weeks. Now I suppose 
I’ve got to buy a new one.” 

Fred Johnson took the brush, 
looked at it carefully, smiled and 
said: “It does look rather bad, 
Mr. Jones. Let’s see what I can 
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do with it.” Now it was clearly 
a case of sheer neglect, but Fred 
never even implied that the cus- 
tomer was at fault. Instead, he 
cleaned the brush thoroughly, 
explaining the process as he 
worked. Then he looked up 
pleasantly and said: “I don’t 
think it will be necessary for you 
to go to the expense of buying a 
new brush, Mr. Jones. This will 
do the work very nicely.” 

The customer’s frown relaxed. 
“Yes, I guess it will do, young 
man,” he said. “Now, I’d like 
to get a few things. I was going 
to buy them elsewhere, but now 
I think I'll let you fix them up 
for me.” He bought a good bill 
of merchandise, and his account 
with the store jumped nearly 50 
per cent from that time on. 


Unreasonable Customers 


“In our classes at the store we 
were told that there are two dis- 
tinct kinds of unreasonable cus- 
tomers—occasional and chronic. 
The man who is occasionally un- 
reasonable has an attack only 
when things have gone - wrong 
somewhere outside the store. In 
other words, he is irritable and 
takes it out on the first salesman 
he encounters. The best way to 
deal with him, we were told, is 
to be very courteous and pains- 
taking, but at the same time calm 
and dignified. We must never 
let his unreasonableness fluster 
us. We must ignore it, and treat 
him as though he were acting in 
a perfectly normal manner. 
Sometimes he is merely trying to 
impress us with his importance. 
If so, we must appeal to his van- 
ity by showing him marked de- 
ference. We must impress him 
with the idea that we regard him 
as the acme of fairness—and 
then present our side of the mat- 
ter. If he is unreasonable about 
prices, we should tell him that 
we realize that he is a man who 
knows good merchandise and ap- 
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preciates true values. Then we 
can usually sell him on a qual- 
ity basis.” 

“The person afflicted with 
chronic unreasonableness is 
more difficult to handle,” she 
went on. “Sometimes his fault 
is one of habit. If so, a con- 
tinued course of courteous treat- 
ment will soon cure it. Often, 
however, he is naturally over- 
bearing, cynical, and suspicious. 
We were told never to do or say 
anything to irritate such a cus- 
tomer; to let his cynical remarks 
pass without comment, while be- 
ing sure to make our answers re- 
spectful and logical. We should 
watch for every opportunity to 
gain his confidence.” 

“Here are a few of the rules 
our instructor gave us as a guide 
to handling unreasonable cus- 
tomers: 


1. Always be calm, cautious and 
respectful. 


2. Never be flippant or attempt 
to joke, no matter how un- 
reasonable the customer is. To 
him, his attitude is a serious 
matter. He wants it respected, 
and it costs nothing to humor 
him. 








E. REMINGTON & SONS, 










van Revolvers, Rifles, Muskets 


AND CARBINES, 

For the United States Serviee. Also, 
Pocket and Belt Revolvers, 
REPEATING PISTOLS, 

Rifle Canes, Revolving Rifles, 


Rifle and Shot Gun Barrels, and Gun Materi- 
als sold by Gun Dealers and the trade gene- 


rally. 


In these days of Housebreaking and 
Robbery; every House, Store, Bank and 


Office, should have one of 
REMINGTONS’ REVOLVERS. 


Parties desiring to avail themselves of the 
late improvements in Pistols, and superior 
workmanship and form, will find all combined 


in the New 


REMINGTON REVOLVER. 


Circulars containing cuts and description of 


our Arms will be furnisbed on application. 
E. REMINGTON & SONS, 


ap 21-6m Ilion, N. Y. 





This interesting advertisement 

appeared Feb. 25, 1853. Note: 

“In these days of housebreaking 
and robbery.” 


3. Never argue with him, and 
never show any impatience at 
his unreasonableness. 


4. Remember there is always a 
personal reason back of every 
seemingly unreasonable action. 
Find that reason and act ac- 
cordingly.” 

“T think that is very good ad- 
vice,” said Van Davis, “and I’m 
going to use it from now on. 
However, I’d like to ask a ques- 
tion. We meet some people who 
are not really unreasonable, but 
who are just grouchy. How 
would you deal with them, Miss 
Baldwin?” 

“Well,” said Irma, “the treat- 
ment is very similar. There are 
several kinds of grouches, and as 
you say, some have real justifica- 
tion for their attitude. They may 
have been sold merchandise that 
was inferior, or not fitted to their 
needs. They may have been 
promised quick delivery which 
failed to materialize. They may 
have entered the store when all 
the employees were busy, and 
failed to get prompt attention. 
They may have been irritated 
because some one in the store 
was too familiai or too reserved. 
They may have been the victims 
of a clerical error, like receiv- 
ing a bill for goods they never 
purchased. Most of the time, 
however, they are merely taking 
their spite out on the salesman 
for something that happened out- 
side the store.” 

“Then there is the man who 
has no opportunity to boss any 
one at home, and who takes ad- 
vantage of every opportunity to 
assert his importance elsewhere. 
Usually an appeal to his vanity 
puts this type of customer in 
good humor and makes him a 
liberal buyer.” 

“There are also many trivial 
things which tend to develop 
grouches, such as the weather, 
the news of the day, or petty per- 
sonal worries. I have known a 
man to quit trading at a store 

(Continued on page 68) 
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Houma, La.: Provide names of sev- 
eral manufacturers of electric dough- 
nut making machines.—Estate of A. F. 
Davidson. 

ANSWER: Rosedale Mfg. Co., 1215 
Southwest Blvd., Kansas City, Mo.; 
Gem Doughnut Machine Co., Waterloo, 
Iowa, and Belshaw Bros., 1772—22nd 
St., Seattle, Wash. 

* * * 


HaarLtEM, Hotitanp: Who makes 
Iron Rite ironing machines?—Heenk- 
Haarlem. 


ANSWER: Ironrite Iron Co., 38 
Piquette St., Detroit, Mich. 

* * *% 
Cetina, TENN.: Who makes or 


distributes the Essex shotgun?—J. A. 
Howard & Co. 
ANSWER: Belknap Hardware & 
Mfg. Co., Louisville, Ky. 
* * * 


Deut, N. Y.: Where can I purchase 
parts for a tank heater made by the 
J. L. Mott Iron Works?—A. W. Dub- 
ben. 

ANSWER: J. L. Mott Iron Works, 
535 5th Ave., New York, N. Y. 


* * * 


St. Louis, Mo.: Who makes the 
Boyer stepladder?—Schulte Hardware 
& Paint Co. 

ANSWER: Goshen Mfg. Co., Goshen, 
Ind. 


* * * 


STATESVILLE, N. C.: Where can we 
buy parts for the New South cotton 
planter ?—Lazenby-Montgomery Hard- 
ware Co. 

ANSWER: Roderick Lean Mfg. Co., 
Mansfield, Ohio. 


* + 


LEWELLEN, Nes.: Where can we se- 
cure repairs for the Pony No. 3 cement 
mixer ?—Platte Valley Hardware Co. 

ANSWER: Pony Mixer Co., West 
Bend, Wis. 

* * * 

ArpmMorE, Pa.: Who makes the 
Wyandotte repeating water pistol? 
Also furnish address of the Wood- 
Ward-Wanger Co., manufacturers of 
spigot washers.—J. E. Broome & Son. 

ANSWER: (1) All Metal Products 
Co., Wyandotte, Mich. (2) 1106 
Spring Garden St., Philadelphia, Pa. 


* @& 


NewsurcH, N. Y.: Who makes re- 
cording time locks that register the 
hours of opening and closing a store 
entrance?—Weed & Bagshaw. 

ANSWER: Phelps Time Lock Ser- 
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vice Corp., 229 Fulton St., N. Y., and 
Silent Watchman Corp., 505 W 42nd 
St., New York, N. Y. 


* * * 


WatTeRBURY, Conn.: Who makes the 
“M. D.” crosses that can be illuminated 
at night?—The Pasternak Hardware 
Co. 

ANSWER: L. D. Nelke, 45 E. 17th 
St., New York, N. Y. 


* ¢& 


OxivesspurGc, Onto: Where can we 
buy a steel stamp to be used for burn- 
ing our name into wood? 

ANSWER: Hoggson & Pettis Mfg. 
Co., New Haven, Conn.; H. W. Knight 
& Son, Seneca Falls, N. Y., and Noble 
& Westbrook Mfg. Co., 20 Westbrook 
St., East Hartford, Conn. 


* @ 


Syracuse, N. Y.: Furnish names and 
addresses of one or two manufacturers 
of glass grinding machines as used in 
replacing or installing automobile 
glass, etc.—Dayton Hessler Co. 

ANSWER: Henry G. Lange Machine 
Works, 166 N. May St., Chicago, IIl., 
and Frank Holland & Son, 683 Lori- 
mer St., Brooklyn, N. Y. 


ee 2 


MissouLca, Mont.: Who makes 
cranks for opening Win-dor swinging 
windows?—Barthel Hardware. 

ANSWER: Casement Hardware Co., 
No. Wood St., Chicago, II. 


LeaksviLLE, N. C.: Furnish names 
and addresses of several manufacturers 
of milk capping machines. — Jones 
Hardware Co. 


ANSWER: Cherry-Burrell Corp., 
427 W. Randolph St., Chicago, Ill., and 
Majonnier Bros. Co., 4601 W. Ohio St., 
Chicago, Il. 


* 2 © 


WestrieLtp, N. J.: Who makes a 
small gasoline grass clipper having a 
cutter bar similar to a hay mower?— 
Tuttle Bros. 


ANSWER: Rawls Mfg. Co., 202 Iona 
Ave., Streator, Ill., and Toro Mfg. Co., 
3042 Snelling Ave., Minneapolis, Minn. 


&¢ #2 


Geneva, Outo: Furnish address of 
the Silver-Chamberlain Co., manufac- 
turers of utility brushes, dust mops, etc. 
Also, advise name and address of the 
successor to the business of the Korry 
Krome Leather Mfg. Co., makers of 
half soles and strips, formerly located 
in Oil City, Pa—W. H. King Hard 
ware Co. 

ANSWER: (1) Clayton, N. J. (2) 
J. W. & A. P. Howard Co., Corry, Pa. 


*¢ #2 


WuiterisH, Mont.: Who makes a 
mechanical door opener and _ closer, 
which can be operated by rémote con- 
trol through pushing an electric but- 
ton?—Pioneer Mercantile Co. 

ANSWER: Frank Schneider, Ridge- 
field, Conn.; Automatic Door Equip- 
ment Co., 3602 E. Grand Ave., Chicago, 
Ill., and Mohr Mfg. Co., Marshalltown, 


Iowa. 
* & 


CHARLESTON, Ark.: Who makes 
Tapatop collar pads? — Charleston 
Hardware Co. 


ANSWER: American Pad & Textile 
Co., Greenfield, Ohio. 


* # 


New BetTHLeHeM, Pa.: Where can 
we purchase milk sterilizers and milk 
bottle cappers?—Cribbs Hardware. 


ANSWER: Sterilizers, Acme Elec- 
tric Heating Co., 1211 Washington St., 
Boston, Mass.; Jensen Creamery Ma- 
chinery Co., Bloomfield, N. J., and 
Rice & Adams Corp., 1144 Military 
Road, Buffalo, N. Y. Cappers, Cream- 
ery Package Mfg. Co., 1251 W. Wash- 
ington Blvd.; Mojonnier Bros. Co., 
4601 W. Ohio St., Chicago, IIl., and 
Modern Equipment Co., Greensburg, 
Pa. 
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2000 Refrigerator 
- Prospects 
Registered at 
Wichita Food 

Preservation Show 


WO hardware firms played a 

prominent part in the Wichita, 
Kan., Food Preservation Show, held 
in that city, during Electric Refriger- 
ation Week, Oct. 3-10. The event was 
sponsored by the Electric Refrigera- 
tion Bureau of Wichita, the local unit 
of the National Electric Refrigeration 
Bureau of the National Electric Light 
Association. Through the show 2000 
registration cards were obtained from 
persons who do not own an electric 
refrigerator, but who expressed the 
desire to own one. A total of 5579 
persons attended the show. 

The hardware firms represented at 
the Wichita show were the A. J. Harwi 
Hardware Co. and the Yungmeyer 
Hardware Co. A bacteriological ex- 
hibit was one of the principal attrac- 
tions and was conducted by Dr. Clin- 
ton Macdonald of the University of 
Wichita. The causes of food spoil- 
age were graphically pictured by the 
charts issued by the Electric Refrig- 
eration Bureau, 

Attendance at the show was mate- 
rially increased by dividing the 39 
local parent-teacher associations into 


groups which competed every day for 
a $25 prize for highest percentage 
membership at the show. In arrang- 
ing for the participation of this or- 
ganization, the approval of the presi- 
dent of the Wichita Council of Parent 
Teachers Associations was first se- 
cured. Then a call was made upon 
the president of each school associa- 
tion and the show was explained; its 
plan of operation described and its 
purpose outlined. After being as- 
sured that the associations were will- 
ing to take part, the associations were 
divided into three groups. Each group 








1. Name of Town Wichita 
2. Population 111,110 
3. Number of domestic customers 24,357 
4. Number of electric refrigeration retail sales outlets 34 
( Frigidaire 
Kelvinator 
| General Electric 
| Copeland 
5. Makes of machines represented in local Elec. Refrig. Bureau 4 Majestic | 
| Ice-o-Matic 
| Coldspot 
| Servel 
| King Cold 
| Mayflower 
6. Number of jobbers cooperating 10 
7. Budget set up for year’s activity 3,801.59 
8. Amount actually sent to date 3,801.59 
9. Amount contributed by distributors and dealers 1,700.00 
10. Amount contributed by central station 2,101.59 
11. Detailed division of expenditures: 
a. Newspaper advertising 1,980.64 
b. Outdoor posting 679.60 
c. Radio broadcasting Sy 
d. Exhibit expense 946.35 
e. Other promotional materials 195.00 
12. Number of joint electric refrigeration exhibits 2 
13. Total attendance 5,979 
14. Number of prospects obtained at exhibit 2,000 
15. Number of sales made during exhibit or immediately following 29 


Line No. 2—1930 census. 


Line No. 3—September, 1931, meter count. 


Line No. 4—Dealerships of record whether active or not. 


Line No. 6—Wichita, distributors only. 
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was then given a specific day of the 
week to attend the show and the asso- 
ciation having the largest percentage 
of membership in attendance on the 
date stipulated was given the $25 
prize. 

Registration forms were very sim- 
ple, consisting of a small card with 
space provided for the name and ad- 
dress; to designate whether or not the 
person registering owned an electric 
refrigerator, and if so the make. At 
a registration booth arranged for the 
purpose, each member signed a regis- 
ter for their respective association. 
The registration cards, providing the 
names of prospects, were equally di- 
vided among the exhibitors. 

The show was staged in the newly 
erected warehouse of the Kansas Gas 
and Electric, the executives of which 
were active in making arrangements 
for the exhibit. The power company’s 
home economic expert, Miss Lucile 
Harris, gave talks each day during 
the show in the intervals between the 
musical and other entertainment pro- 
vided for the occasion. Ticket-invi- 
tations were also sent out with all gas 
and light bills. 

The participating dealers adver- 
tised the show individually and con- 
siderable additional publicity was se- 
cured by the Bureau through the me- 
diums of newspaper advertising, car 
cards, etc. 

The accompanying table, which 
presents additional data pertaining to 
the show also embraces a silent elec- 
tric refrigeration exhibit held on the 
sales floor of the Kansas Gas and 
Electric Co. in Wichita last spring. 
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TEXAS HARDWARE JOBBERS ELECT FLATO 
AT 37th ANNUAL CONVENTION IN GALVESTON 


New President Succeeds J. W. Tabor. C. Stanley | ARTWARES SHOW TO BE 


Roberts Becomes First Vice-President 


The thirty-seventh annual con- | 


vention cf the Texas Hardware | 
Jobbers Association was held at 
the Hotel Galvez, Galveston, 
June 3 and 4. President J. W. 


Tabor presided over the meet- 





E. FLATO 
New Pres. Texas Jobbers 


ing, assisted by Secretary-Treas- 
urer J. P. Brewington. Both Mr. 
Tabor and Mr. Brewington are 
affliated with the McLendon 
Hardware Co., Waco. 

New officers were elected as 
follows: President, Edwin Flato, 
Corpus Christie Hardware Co., 
Corpus Christie; first vice-presi- 
dent, C. Stanley Roberts, Rob- 
erts, Sanford & Taylor Co., Sher- 
man; chairman of the executive 
committee, E. D. Peden, Peden 
Co., Houston. The selection of 
a secretary-treasurer to succeed 
Mr. Brewington will be taken up 
later by the executive committee. 

Among the resolutions adopted 
was one expressing regret at the 
death of Hazry G. Black, Black 
Hardware Company, Galveston, 
who was killed several weeks ago 
in an airplane crash. Other 
resolutions thanked those who 
contributed toward the success 
of the convention. 

Mayor Pearce, of Galveston, 
welcomed the delegates at the 
opening session, the morning of 
June 3. Robert S. Martin, At- 
lanta, Ga., secretary of the 
Southern Hardware Jobbers As- 
sociation, then addressed the 
meeting, discussing the down- 
ward trend of business and the 





necessity for all business organ- 


izations to adjust operations to | 


| Philadelphia, Pa., will hold the 
| National Artwares Show at the 
| Hotel Stevens, Chicago, Ill. A 


| “Giftware” 


present conditions. 

The annual reports of Presi- 
dent Tabor and Secretary-Treas- 
urer Brewington were presented 
at the second session, the after- 
noon of June 3, along with vari- 
ous committee reports. A gen- 
eral discussion of trade problems 
then followed. 

At the third session, the morn- 
ing of June 4, Ernest L. Tutt, 
of the Houston office of the 
United States Department of 
Commerce, delivered the prin- 
cipal address on the subject 
“Face the Future with Facts.” 
R. C. Dyer, editor, Hardware and 





J. W. TABOR 
Retiring Pres. Texas Jobbers 


Implement Journa!, Dallas, fol- 
lowed with a paper on the sub- 
ject, “Helping the Retailer to 
Become a Better Distributor.” 

Mr. Tutt’s address was largely 
devoted to problems facing the 
hardware jobbers, as revealed in 
the Department of Commerce 
survey on “Hardware Distribu- 
tion in the Gulf Southwest.” 

F. A. Heitmann, of Houston, 
was the only speaker at the con- 
cluding session, the afternoon of 
June 4, the remainder of the 
session being taken up with com- 
mittee reports and the election of 
officers. 


OPEN WHITING, IOWA, 
STORE 
Clyde Easton and Albert Kratz 
have opened a hardware store in 
the Olson Bldg., Whiting, Iowa. 











IN CHICAGO, AUG. 6-12 


The National Gift & Art As- 
sociation, 644 Drexel Building, 


convention will be 
held during the week. Other 
National Gift & Art Association 
shows will be held as follows: 
New York City, Hotel Pennsy]- 
vania, Aug. 22-26; Boston, Mass., 
Copley-Plaza Hotel, Sept. 12-16, 
and Philadelphia, Pa., Hotel 
Adelphia, Sept. 19-24. : 





TO OPEN STORE 


The St. Anthony & Dakota 
Elevator Co., Winthrop, Iowa, is 
erecting a building on its former 
office site, where a full line of 
hardware will be placed upon 
completion. 


INMAN BUYS STORE 
Allen Inman has_ purchased 
from E. Thompson the hardware 
store in the I. O. O. F. Building, 
Hardin, III. 


HEYBURN RESIGNS’ AS 
BELKNAP HDW.CHAIRMAN 


At the recent annual meeting 
of the board of directors of 
Belknap Hardware & Mfg. Co., 
Louisville, Ky., William Hey- 
burn resigned as chairman of the 
board. Mr. Heyburn, who had 
been chairman for two years, 
since his retirement from the 
presidency of the company, re- 
mains a member of the board 
and its finance committee. In 
future the president of the or- 
ganization, C. R. Bottorff, will 
preside over the board meetings. 


BECOMES PARTNER 


Charles Crosby, for several 
years an employee of George 
Linster, Cobleskill, N. Y., hard- 
ware dealer, has purchased a half 
interest in the business, which 
will be conducted under the firm 
name of Linster & Crosby. 


REMODEL STORE 


The Atwater Hardware Co., 
Atwater, Ohio, is remodeling its 
store to include a_ blacksmith 
shop. John Whistler of Akron 
will be the new manager of the 
store. 





PICARD, SERVICE TOOLS 


R. A. Picard, Picard-Sohn, 
Inc., 551 Fifth Avenue, New York 
City, advertising agency, was re- 
cently named secretary of the 
Service Tools Associates, organ- 
ized to function as a sales pro- 
motional medium through which 
the manufacturers will cooper- 
ate with their wholesale distrib- 
uters in developing small tool 
business. The group was formed 
at the recent Atlantic City, N. J., 
automotive show and convention. 

Members of the group are: 
Alvord-Polk Tool Co., Millers- 
burg, Pa.; Apco-Mossberg Corp., 
Attleboro, Mass.; Blackhawk 
Mfg. Co., Milwaukee, Wis.; Bon- 
ney-Forge & Tool Works, Allen- 
town, Pa.; Chadwick & Tre- 
fethen, Portsmouth, N. H.; Duro 
Metal Products Co., Chicago, IIl.; 
the Fairmount Tool & Forging 
Co., Cleveland, Ohio; Fleming 
Mfg. Co., Inc., Worcester, Mass.; 
Greenfield Tap & Die Corp., 
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ASSOCIATES SECRETARY 
Greenfield, Mass.; K-D Mfg. Co., 


Lancaster, Pa.; Keystone Reamer 
&~Tool Co., Millersburg, Pa.; 
Kraeuter & Co., Inc., Newark, 
N. J.; Millers Falls Co., Green- 
field, Mass.; Reiff & Nestor Co., 
Lykens, Pa.; Stanley Tools, Au- 
tomotive Div., New Britain, 
Conn.; the L. S. Starrett Co., 
Athol, Mass.; Stevens Walden, 
Inc., Worcester, Mass.; Sunnen 
Products Co., St. Louis, Mo.; 
Trimont Mfg. Co., Boston, Mass.; 
the Vichek Tool Co., Cleveland, 
Ohio; Watervliet Tool Co., Inc., 
Albany, N. Y., and J. H. Wil- 
liams & Co., New York City. 

Directors of the NEMA and 
NSPA appointed to direct the 
promotional work the following 
committee: A. S. Maxwell, J. H. 
Williams & Co.; Clyde Brewster, 
K-D Mfg. Co.; Steven Wilson, 
Fleming Mfg. Co., Inc., and Wil- 
liam J. Kattrein, Watervliet Tool 
Co. Mr. Kattrein is chairman of 
the committee. 




















COSGROVE WESTING- 
HOUSE REFRIGERATION 
HEAD 


R. C. Cosgrove, who early this 
spring became sales promotion 
manager of the Westinghouse 
Electric & Mf,;. Co., Mansfield, 
Ohio, refrigeration division, has 
been made head of the division, 
succeeding C. B. Graves. Mr. 
Graves is now in charge of re- 
frigeration sales in Chicago, III. 
R. E. Imhoff is now sales man- 
ager of the merchandising divi- 
sion, while M. L. Myers is man- 
ager of the appliance division. 





MOVE W. C. HELLER CO. 
NEW YORK OFFICES 


The New York City offices of 
W. C. Heller & Co., Montpelier, 
Ohio, display fixture manufac- 
turers, have been moved to Room 
406, 20 Vesey Street, having pre- 
viously been located on another 
floor in the same building, and 
are prepared to give the same 
merchandising service as in the 
past. Louis J. Haas and Howard 
W. Smith, who have been han- 
dling eastern territory sales from 
that same address for many 
years, are continuing in charge 
of the district. Their territory 
includes metropolitan New York, 
other parts of New York state, 
New Jersey, the New England 
states, part of Pennsylvania, and 
the balance of the Atlantic Coast 
down to Richmond, Va. 





CINCINNATI ELECTRIC’ 
REFRIGERATION SHOW 


The Cincinnati Electric Club 
refrigeration division held its sec- 
ond annual refrigeration show re- 
cently in the Netherlands Plaza 
Hotel, at which time eighteen 
makes of electric refrigerators 
were shown. 


MALCOLM FARMER HEADS 
YALE ATHLETIC BOARD 


Malcolm Farmer, vice-presi- 
dent, Stanley Works, New Brit- 
ain, Conn., and general manager, 
steel division, American Tube & 
Stamping Co., in Bridgeport, 
Conn., will become on July 1 
chairman of the board of ath- 
letic control of the Yale Ath- 
letic Association, Yale Univer- 
sity. Mr. Farmer will rank as a 
professor. He is a graduate of 
Sheffield Scientific School, Yale 
University, and as a student cap- 
tained the freshmen football team 
and later played halfback on the 
varsity eleven. He had been on 
the board of control as alumni 
representative for three years 
and last fall was his second year 
as a member of the graduate ad- 
visory committee in football. 


JUNE 23, 1932 











FRED 0. BETZ 


BETZ WILL TRAVEL FOR 
McKINNEY 


Fred O. Betz has been ap- 
pointed to represent the McKin- 
ney Mfg. Co., Pittsburgh, Pa., in 
the state of Kentucky, southern 
Ohio, and parts of Indiana and 
western Pennsylvania. 

Mr. Betz has been associated 
with the company for the past 
nine years and for the past six 
years he was advertising man- 
ager. His new appointment be- 
comes effective immediately. 





SIMPLEX RADIO NAMES 
WHOLES’E DISTRIBUTORS 


The Simplex Radio Co., San- 
dusky, Ohio, has appointed six 
new wholesale distributors. They 
are: Belknap Hardware & Mfg. 
Co., Louisville, Ky.; Van Camp 
Hardware & Iron Co., Indian- 
apolis, Ind.; Morley Bros. Haxrd- 
ware, Saginaw, Mich,; Keith- 
Simmons, Nashville, Tenn.; Jen- 
nison Hardware Co., Bay City, 
Mich., and Geo. Worthington 
Co., Cleveland, Ohio. 





CLEVELAND LEAGUE TO 
HOLD COOKING SHOWS 


A series of seven refrigerator 
cooking schools, each five days 
long, will be run in neighbor- 
hood theaters in Cleveland, Ohio, 
under direction of the Electrical 
League of Cleveland. The se- 
ries, which will begin in the near 
future, will be announced two 
weeks in advance of each of the 
series of school sessions. 





TO PUBLISH REPORT ON 
AMERICAN BANKING 


The National Industrial Con- 
ference Board, Inc., 247 Park 
Avenue, New York City, is about 
to publish a report entitled “The 
Banking Situation in the United 
States.” The report comprises 
a historical review and analysis 
of the development of American 
banking and traces the various 
changes and influences leading 








up to 1930 and 1931]. This re- | 
port clearly demonstrates that the | 
Congress, business leaders and | 
the people cof this country should 
give their immediate attention to 
a thorough study of the many | 
and complex problems involved | 
in the present banking situation. | 
VANSTRUM REPRESENTS | 


CHAIN PRODUCTS CO. 


R. A. Vanstrum, 3138 Lincoln | 
Street, N. E., Minneapolis, | 
Minn., has been appointed dis- 
trict representative for the Chain | 
Products Co., Cleveland, Ohio. 
Mr. Vanstrum will sell weldless 
and welded chain and _ other 
products of the company in the 
states of Wisconsin, South Da- 
kota, Minnesotdé and North Da- 
kota. 





LOUIS CHEITEN & SON 
REQUEST CATALOGS 


Louis Cheiten & Son, 56 Albany 
Street, New Brunswick, N. J., 
hardware dealers, would like to 
receive catalogs on hardware, 
tools, mill supplies, paints and 
housefurnishings. 





LEIPZIG TRADE FAIR 


OPENS AUGUST 28 

The Leipzig Trade Fair, at 
Leipzig, Germany, will be held 
from Aug. 28 to Sept. 1. It will 
include this fall more than 8000 
exhibits of the newest products 
of every phase of human activ- 
ity contributed by 25 countries. 


| Some 125,000 buyers and exhib- 


itors from every quarter of the 
globe are expected to attend this 
year, of which 17 per cent will 
come from countries outside of 
Germany. 

The United States Department 
recognizing the 
officially 


of Commerce, 
Fair’s importance, is 
represented at Leipzig. 

The Leipzig Fair, which is now 
seven centuries old, maintains a 
score of representatives through- 
out the United States for the 
convenience of American exhib- 
itors and buyers. Detailed infor- 
mation concerning the Fair may 
be obtained from these various 
offices or by addressing the Leip- 
zig Trade Fair, Inc., 10 East 
Fortieth Street, New York City. 





MANUFACTURER ADOPTS NOVEL METHOD TO HELP 
DEALERS GET MORE PROSPECTS 


With the object of aiding deal- 
ers to give prospective purchasers 
of either motor or engine driven 
pumping equipment a concrete 
idea of what is necessary when 
installing conveniences of this 
type for home or farm use, the 
F. E. Myers Bro. Co., Ashland, 
Ohio, had this special demonstra- 
tion truck built to order. The 
idea has met with marked suc- 
cess from both educational and 
sales stimulating standpoints. 

In cooperation with dealers 
the truck has covered territories 
in fifteen states. It is operated 
on a regular schedule and from 
three to four demonstrations’ are 
held each week. 

Where a _ demonstration is 
scheduled by a dealer, invitations 
are issued by the manufacturer 
to mailing lists supplied by the 
dealer, mailed a week in ad- | 
vance. This publicity method | 
has been very satisfactory, and | 
in connection with neepenet | 
and other mediums, a_ large 
crowd is usually encouraged to | 





attend. Much local interest nat- 
urally develops, which, when cap- 
italized by the dealer, invariably 
results in increased pump and 
water system business for him. 

The motorized exhibit carries 
several different types of self- 
oiling pumps and water systems, 
In the front section, both deep 
and shallow well water systems, 
completely connected so as to 
function exactly as they do in 
actual service, are displayed. 
Water tanks are located beneath 
each outfit and when a demon- 
stration is being made there is 
a continuous flow of water from 
the faucets. 

The truck also carries a shal- 
low well unit equipped with a 1 
h.p. gasoline engine. In addi- 
dition, sectional models of both 
deep and shallow well self-oiling 
power .pumps mounted for easy 
inspection are a part of the ex- 
hibit. There is also a complete 
self-oiling deep well power 


pump, having its motor mounted 
on its top to permit operation 
during the demonstration. 
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SMALL TOWN FIRM WILL TAKE 
SAMPLES TO PROSPECTS’ DOORSTEPS 


After having attempted, with- 
out success, to develop a busi- 
ness in major hardware items in 
its rural trade territory, by call- 
ing on prospects and exhibiting 
photographs, the Florida Hard- 
ware Co., Florida, N. Y., has 
equipped itself to take the actual 
samples of the merchandise to 
the doorsteps of prospects. Flor- 
ida has a population of 1200, and 
the partners in the firm, Jess 
Dunitz and Lewis Gordon, had 
also noted that salesmen who 
carry samples invariably have 
better success than those who 
rely on pictures to sell the goods. 
Thus, it was both experience and 
observation that prompted Lewis 
Gordon to equip a motorized 
salesroom, and the idea, which 
was carried out at nominal ex- 
pense, appears to hold much of 
promise. 

The firm had a light truck 
equipped with an express body 
and cab, which was used for 
trucking shipments from the sta- 
tion and for the delivery of 
bulky or heavy merchandise to 
purchasers. Under the new plan 
it serves a dual purpose, as it is 
used at regular timely intervals 
as a sample room on wheels. 
With the help of the local black- 
smith, Mr. Gordon built an at- 
tractive and roomy fully inclosed 
body, six feet wide and twelve 
long, which easily accommodates 
several washers, ranges,  re- 
frigerators, etc. In addition, 
quite an extensive showing of 
small items, such as tools, cut- 
lery, etc., is displayed on panels 
along each side of the interior. 

With the motorized salesroom, 
the firm intends to cover every 
thirty days a territory having an 
approximate radius of fifteen 
miles, in which 5000 people re- 
side. More than 50 per cent of 
the farms in the territory are now 
served by electricity and addi- 
tional power lines are being rap- 
idly extended. When more pros- 
perous times arrive, Mr. Gordon 
believes that the majority of 
farms will be electrified, and he 
plans to make the most of the 
present and future possibilities 
by catering to the growing de- 
mand for major electric appli- 
ances. As the village would re- 
quire a peddler’s license if de- 
livery was made at the time sales 
were closed, the firm will avoid 
the necessity of paying that fee 
by taking orders for later de- 
livery. 

All samples are easily remov- 
able, but for most ordinary uses 
it is not necessary to unload the 
truck. A thirty inch clearance 
in the center of the body pro- 
vides ample room for transport- 
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ing a range or any similar arti- 


cle. Samples can be readily 
changed to more seasonable lines 
and the truck is wired with four 
electric circuits and equipped 
with lights so that actual dem- 
onstrations of electric appliances 
can be staged. For the trans- 
mission of power, a_ special 
waterproof cable, 150 feet long, 
is carried. The bottle gas 
range carried is connected and 
ready to operate. 

The new body weighs only 350 
pounds more than the original 
one, being constructed of % inch | 
plywood, strongly braced and re- 
inforced, and its total cost was 





approximately $300. Two win- 
dows on each side of the body | 
admit an abundance of daylight. 
The exterior color scheme 
ivory with brown trim and} 
orange lettering, while ivory with | 
gieen trim was used on the in- | 
terior. As the truck has the | 


power to “catch the eye,” it is | 


believed that it will also have | 
considerable advertising value. 


1s | 





SMITH STORE EXPANDS 


The Smith Hardware Co., Oak- 
land, Cal., located at 929 Broad- 
way, has leased the adjoining 
corner. The older section of the 
store was completely remodeled. 





DICKERSON IS MANAGER 
G. E. LIGHTING SECTION 


A. F. Dickerson, engineer, 
illuminating engineering labora- | 
tory of the General Electric Co., | 
Schenectady, N. Y., has been | 
named manager of lighting sales | 
and the illuminating laboratory. | 
Activities of the commercial | 
lighting section and those of the | 
illuminating engineering labora- | 
tory have been consolidated. The 
new section will be a part of the 





| well 
| York and Pennsylvania. 


lighting and cable division of the 
central s.ation department under 
supervisicn of F. H. Winkley, 
manager of that division. W. 
D’Arcy Ryan, former director of 
the laboratory, has been named 
consulting engineer of the sec- 
tion. 

CLEAN HOME PRODUCTS 

BUYS SUN RAY CO. 


The Clean Home Products 
Corp., 1401 West North Avenue, 
Chicago, Ill., has acquired the 
Sun Ray Products & Sales Co., 
manufacturers of Sun Ray auto- 
mobile polish, silver polish and 





metal polish. 


CLOSE PLUMBING DEPT. 


Kingman Hardware Co., Woon- 


socket, R. I., has closed its 
plumbing and heating shop. 
Norman L. Sumner, who has 


been foreman of the shop for 
several years, will take over the 
plumbing department, and the 
Kingman Hardware Co. will con- 
tinue selling pipe and fittings. 





MADISON HDW. MOVES 


The Madison Hardware & 
Furniture Co., Madison, Fla., 
managed by H. J. Roper, has 
moved to a location across the 
street from its former store. 





OBITUARY 


STEWART GAMBLE 


Stewart Gamble, 71, for 50 
years in the paint manufactur- 
ing business in Minneapolis, 
Minn., died June 15, as a result 
of two bullet wounds. He went 
to Minneapolis, in 1881, from 
Belfast, Ireland, where he was 
born. In 1892 Mr. Gamble found- 
ed the Gamble & Ludwig Paint 
Co., and opened a drug and paint 
business. At the time of his 
death he was president of the 
John Day Land & Lumber Co., a 
director of the Lincoln National. 
Bank, president, Goodrich-Gam- 
ble Mfg Co., makers of drug- 
gists’ supplies, and a vice-presi- 
dent of the State Building & 


Loan Association. Mr. Gamble 
was very active in Masonic 
groups. 


JAMES HANLEY 


James Hanley, 70, co-owner, 
Woodlawn Hardware Co., Sche- 
nectady, N. Y., and former man- 
ager of the Clark Witbeck hard- 
ware store, died May 31, follow- 
ing a heart attack. He entered 
the Witbeck store in 1883, estab- 
lishing his own store together 
with his brother Frank in 1920. 


JOHN H. BACON 
John H. Bacon, Homer, N. Y., 


who represented Mathews & 
Boucher, Rochester, N. Y., whole- 
sale hardware distributors, died 
June 9. Mr. Bacon represented 
the firm for forty years and was 
known in western New 





Cc. E. HASBROUCK 


Conrad E. Hasbrouck, Kings- 
ton, N. Y., hardware dealer for 
more than 35 years, died recently 
at his home in that town. 


A. VAN JELGERHOIS 
Andrew Van Jelgerhois, 66, In- 
dianapolis, Ind. partner in the 
firm of Van Jelgerhois & McKen- 


zie Hardware Co., died recently. 





NATHAN KASTOR 


Nathan Kastor, 79, who was 
associated with the cutlery man- 
ufacturing firm of Adolph Kastor 
& Bros., now Adolph Kastor & 
Bros., Inc., from its organization 





NATHAN KASTOR 


in 1876 to 1904, died June 10 at 
Solingen-Ohligs, Germany. Al- 
though an American citizen he 
lived in Germany, making his 
la&t visit to this country in 1925. 
He founded the cutlery factory in 
Ohligs in 1894, continuing until 
1922, when he retired from ac- 
tive business. Mr. Kastor was 
instrumental in the erection of a 
similar plant at Camillus, N. Y., 
in 1902. 


W. T. KENDALL BROWN 


W. T. Kendall Brown, 58, 
chief of the engineering staff of 
the Winchester Repeating Arms 
Co., New Haven, Conn., died 
June 12 at his home in Bran- 
ford, Conn. 


MRS. ADELE V. HOLMAN 


Mrs. Adele V. Holman, 71, 
president and treasurer, Adjusta- 
ble Clamp Co., Chicago, IIl., died 
suddenly on Jule 9. Mrs. Hol- 
man’s son, H. V. Holman, is sec- 
retary of the company. 


HARDWARE AGE 























R. J. VAN HYNING JOINS 
DULUTH SHOW CASE CO. 
AS EASTERN MANAGER 
R. J. Van Hyning recently 
joined the Duluth Show Case 
Co., Duluth, Minn., as eastern 
division manager in charge of 


sales and continues to maintain 
his offices in Suite 500, 20 Vesey 





R. J. VAN HYNING 


Street, New York City, where he 
has been located for the past ten 
years. Mr. Van Hyning will man- 
age the territory including New 
York, New Jersey, New England 
States, Maryland, Virginia, 
Pennsylvania and the District of 
Columbia. In addition, Mr. Van 
Hyning is eastern division man- 
ager for Duluth Refrigerator 
Corp., Duluth, Minn., and for 
Zenith Machine Co., Duluth, 
Minn., washing machine manu- 
facturers. . 

From November, 1922, till he 
joined the Duluth organization, 
he was eastern division manager 
for W. C. Heller & Co., Mont- 
pelier, Ohio, display fixture 
manufacturers. As a young man 
he worked for the Heller com- 
pany, leaving it for other fields. 
For five years he was active in 
the retail hardware business in 
Illinois. Mr. Van Hyning, be- 
fore joining the Heller organ- 
ization, was sales promotion 
manager for the former Paige- 
Detroit Motor Car Co., Detroit, 
Mich., later joining the Diamond 
T Motor Truck Co., Chicago, IIl., 
to do special sales work on mo- 
tor trucks for farmers. 





THE HORTON MFG. CO. 
ABSORBS EDWARDS CO. 
The Edwards Co., Hamden, 
Conn., makers of bamboo fishing 
rods, has been absorbed by The 
Horton Mfg. Co., Bristol, Conn. 
The Edwards company was 
founded many years ago by Eus- 
tis W. Edwards, whose sons, Wil- 
liam and Eugene, assisted him 
until his recent death. Mr. Ed- 
wards’ sons will continue to di- 
rect operations of the plant. 
Bristol tackle, made by the 
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Horton organizativn, now  in- 
cludes steel rods, bamboo rods, 
reels and Kingfisher fishing lines. 





HAEFFNER HAS CHARGE 
OF WADSWORTH SALES 


David Wadsworth & Son, Au- 
burn, N. Y., manufacturers of 
scythes, hay and corn knives, 
grass hooks, etc., have announced 
that they will now handle their 
own sales direct, with A. C. 
Haeffner, general manager of the 
firm, in charge. 





TOY MANUFACTURERS 
DECIDE TO HOLD BUT 
ONE FAIR IN 1933 


At the recent joint meeting of 
the committee on marketing with 
the board of directors and chair- 
men of other committees of the 
Toy Manufacturers of the U. S. 
A., held at the Hotel McAlpin, 
New York City, June 6 and 7, 
it was voted to hold but one toy 
fair. The 1933 Toy Fair will be 
held May 1 to May 13 at The 
Stevens, Chicago, IIl. 





WESTINGHOUSE 4-YEAR 
REFRIGERATOR PLAN 


The Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio, has 
announced a four-year service 
plan on the Westinghouse elec- 
trical refrigerator, guaranteeing 
unit and cabinet for one year, 
with an additional service guar- 
antee of three years offered on 
the Westinghouse hermetically 
sealed unit. 











LARGER TERRITORY 














E. J. Foley, New England dis- 
trict manager, Master Lock Co., 
Milwaukee, Wis., whose territory 
has been broadened to include 
Maryland, Delaware, Philadel- 
phia, Pa., and the southern part 
of New Jersey. 

WAYNE AGRICULTURAL 

OPENS N. Y. OFFICE 


D. W. Davis, president, The 
Wayne Agricultural Works, Inc., 
Goldsboro, N. C., has announced 
the opening of a New York City 
office at 1150 Broadway-230 Fifth 
Avenue, in Room 815, where a 
complete line of fireplace fur- 
nishings and novelty cast iron 
products will be on display. Paul 
G. May is sales manager of the 
new branch. 





ASSOCIATED SIMMONS HARDWARE CO. OPPOSES 
RECEIVERSHIP SUIT 


On May 10, 1932, a holder of 
one $500 gold note of the Asso- 
ciated Simmons Hardware Com- 
pany brought suit against that 
company, asking that a receiver 
be appointed and that the St. 
Louis and New York banks be 
removed as trustees for the hold- 
ers of the outstanding gold notes. 
This suit is against the Asso- 
ciated Simmons Hardware Com- 
pany alone, which is the holding 
company for the stocks of the 
Simmons group of operating com- 
panies. The petition charged a 
default in the ratio of quick as- 
sets to outstanding gold notes 
and other liabilities. 

Although no statement has 
been issued by the trustees of 
Associated Simmons Hardware 
Company, news reports indicate 
that the company is prepared to 
oppose the suit with proof that 
there never has been a default 
in the payment of interest on the 
gold notes and that their retire- 
ment has been on schedule. It 
is understood that these gold 
notes are a 1923 issue of $10,- 





000,000, less than half of which 
are now outstanding, and they 
do not mature until July 1, 1933. 

The holders of $210,000 of gold 
notes have been granted leave to 
intervene for the purpose of op- 
posing this suit. Their petition 
states that they are aware of the 
losses suffered by the companies 
in the last few years but con- 
sider these losses unavoidable 
and the appointment of a re- 
ceiver would cause irreparable 
damage to the company. 

The Simmons Hardware Com- 
pany of Missouri is one of the 
companies whose stock is owned 
by the Associated Simmons 
Hardware Company but it is re- 
ported that this company is not 
liable on the gold notes and is 
not affected by this suit. The 
Simmons Hardware Co. of Mis- 
souri does all of the buying for 
the Simmons group and is the 
unit with which most hardware 
people are familiar. Its state- 
ment of Dec. 31, 1931, showed 
quick assets of six times cur- 
rent liabilities. 











F. J. SEMPLE LEAVES 
HOLLINGSHEAD CO. 

Frank J. Semple, who for the 
past several years has been sales 
manager for the Hollingshead 
Co., manufacturers of auto pol- 
ishes and related products, Cam- 
den, N. J., has resigned. 

Mr. Semple is very well known 
to the hardware trade, having 
started his hardware career, as 
a young man, as a salesman for 
the Shapleigh Hardware Co., St. 
Louis, Mo. Following this he 
became connected with the Sim- 





FRANK J. SEMPLE 


mons Hardware Co., St. Louis, 
Mo., in a like capacity. He later 
served Simmons in the capac- 
ities of sales manager, vice- 
president, director and manager 
of the Philade’phia branch. 

His plans for the future are 
indefinite. In view of his long 
association with the hardware 
field, it is likely that Mr. Sem- 
ple will continue in this field. 


GILLEO OPENS STORE 

Ford W. Gilleo has opened a 
hardware store on Hudson Street, 
Cornwall-on-Hudson, N. Y. Until 


| June 1, Mr. Gilleo was employed 


by Mead & Taft Co., Cornwall, 
in charge of the company’s hard- 
ware store. 


SHEPARDSON IS TREAS. 

SIMMONS CO. OF MO. 

C. A. Shepardson, formerly of 
the General Electric Company, 
has been elected treasurer of 
Simmons Hardware Company of 
Missouri, replacing W. I. Merell, 
who is now connected with the 
Simmons Hardware Company of 
Philadelphia. 

Mr. Shepardson has _ taken 
charge of the financial depart- 
ment of the company and is a 
member of the executive com- 
mittee. 
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GRAHAM RESIGNS FROM 
PACIFIC HARDWARE CO. 


George F. Graham has re- 
signed as secretary and general 
manager of the Pacific Hardware 
Co., San Francisco, Cal. When 


the company incorporated and | 
succeeded the wholesale hard. | 
ware business of Sloss & Britain | 
late last year, Mr. Graham be- 
came secretary and general man- 
stopping at 


He is the 


ager. 





GEO. F. GRAHAM 


William Taylor Hotel, San Fran- 
cisco, Cal., where he will stay 
until he attends the convention 
in Los Angeles, Cal., of the Rain- 
bow Division, of which he was 
an officer during the war. 





FIRE DESTROYS STORE 
Fire recently destroyed the 
store and stock of the Hochstetler 
Hardware, Morocco, Ind. 





BANGERT RESIGNS FROM 
SIMMONS HARDWARE CO. 


H. P. Bangert, vice president, 
Simmons Hardware Co., St. 
Louis, Mo., wholesale hardware 
distributors, who was in general 
charge of the purchasing depart- 
ment, has resigned. Mr. Bangert 





4 
H. P. BANGERT 


co 


first entered the employ of the 
company in 1919 as a salesman, 
resigning in 1922 to enter the re- 
tail hardware business in Deca- 
tur, Ill., being a member of the 











firm of Hott, Ray, Hill Hard- 
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ware Co. In January, 1924, he 
rejoined the Simmons organiza- 
tion, being placed in charge of 
the industrial department of the 
Chicago, Ill., branch, later be- 
coming general manager of that 
branch, serving there until short- 
ly before that branch was 
closed. Mr. Bangert went to 
St. Louis in March, 1928, as buy- 
er of household goods and farm 
goods, being elected vice-presi- 
dent in September, 1928. 


Mr. Bangert has no immediate 
plans for the future and may be 
reached at his home, 3745 Lin- 


dell Blvd., St. Louis, Mo. 





WRIGHT BROS. HDW. CO. 
50 YEARS IN BUSINESS 
Wright Bros. Hardware Co., 

Vicksburg, Miss., is celebrating 

its fiftieth anniversay in busi- | 

ness. Howard Turpin, book- 
keeper, and Tom Birdsong, sales- 
man, started with the store fifty | 





years ago, on a part time basis, 
while still attending school. N. 
W. Thayer, another employee of 
the company, has been with the 
store thirty years. During its 
business career the store has 
moved several times, operated 
under several different firms’ 
names and survived floods and 
disastrous fires. 

Both proprietors, C. G. and 
Hamilton Wright, are still active 
in the business. 


LONGER OPEN DUCK SEASON IN 1932 


EXPECTED BY BIOLOGICAL SURVEY 


Paul G. Redington, Chief of Survey, Makes Encouraging Statement for 
HarpwareE Ace Readers—Dept. Will Expedite Early Definite Statement. 


(From Our Washington Bureau) 


A longer open duck season is 
expected this year due to the rain 
and snowfall in northwestern 
United States and southwestern 
Canada. The Biological Survey 
believes these conditions have 
aided nesting activities of wild- 
fowl in these important areas. 

This view was expressed to 
HarpwareE AcE by Paul G. Red- 
ington, chief of the Biological 
Survey, Department of Agricul- 
ture, when asked regarding an- 
nouncement of the dates of the 
open season for waterfowl for 
this year. 

“TI feel confident therefore that 
the Advisory Board (Migratory 
Bird Treaty Act) will conclude 
that there has been a sufficient 
improvement in the waterfowl 
situation to justify recommenda- 
tions for an open season for 1932 
with a possibility of a longer 
season than was prescribed for 
1931, if conditions continue to be 
encouraging,” said Mr. Reding- 
ton. “Although the final deci- 
sion must be predicated upon ad- 
ditional facts not now available, 
yet I trust that our interpreta- 
tion of the current reports will 
to some extent relieve the pre- 
vailing uncertainty.” 

Mr. Redington said that the 
Department will expedite in every 
way possible the announcement 
of the 1932 open season on wild- 
fowl. He pointed out that the 
Department appreciates the im- 
portance of early, definite in- 
formation relative to the condi- 
tion of waterfowl and the pros- 
pects for the open gunning sea- 
son of 1932, not only to the man- 
ufacturers of sporting goods 
equipment and their dealers, but 
also to the individuals who are 
interested in this matter for any 
reason. 

It was explained that any 
amendments to the regulations, 


Migratory Bird Treaty Act, 
adopted by the Department must 
be supported by facts deter- 





mined by careful and unpreju- 
diced preliminary investigations 
of conditions. Manifestly, Mr. 
Redington said, a final and defi- 
nite decision as to the length of 
the open season on wildfowl for 





1932 cannot be reached until the 
Department has had an oppor- 
tunity to observe conditions in 
the breeding zones of wildfowl 
during the spring months. Fol- 
lowing this examination reports 
and recommendations will be 
submitted to the Advisory Board 
for discussion and advice. 





FINDS BIRD DEPARTMENT PROFITABLE 


Having lately installed a com- 
plete bird department, Mandel’s 
Hardware Co., Cleveland, Ohio, 
arranged this window display to 
attract bird fanciers, present and 


Mimeographed letters are used 
to acquaint the public with this 
department of the Mandel store. 
The store’s volume has been in- 
creased and many new customers 





future. Bird owners, according 
to Mr. Mandel, are easily sold 
when told that bird foods have 


qualities that cause the pets to 


sing and feel cheerful. 


Mr. Mandel 
advises others to try this line 
and states that the cost of the 
venture is low and the possibili- 
ties are considerable. 


have been added. 





South Bend Lathe 
Works Issues 
Lathe Catalog 


In two colors, illustrating and 
describing the newly developed 
small shop lathe known as the 8 
inch junior. Application of the 
small back-geared, screw-cutting 
lathe in maintenance, repair 
shop, experimental, engineering 
and manufacturing work is pic- 
tured in more than thirty photos 
of the set ups of various ma- 
chining operations. Lathe shown 





in three types of motor drive and 
one type of countershaft drive, 
in both bench and floor leg mod- 
els. Reference made to more 
than 300 detailed working blue- 
prints and shop plans.  Blue- 
prints made up to show me- 
chanics how to do various pre- 
cision operations and jobs, how 
to make repair parts, practical 
tools and other similar machine 
shop work. Technical Service 
Department, South Bend Lathe 
Works, South Bend, Ind.  Cir- 
cular No. 8. 
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Merchandise in the Limelight 


(Continued from page 40) 


duces 25 watts, and has a T-614 
bulb. The base is intermediate, 
and because of that fact, equip- 
ment manufacturers have been 
able to make trough reflectors so 
much more compact that in cross- 
section they are about the size of 
a fifty-cent piece. 

Used in the showcases of 
large stores, where the general 
illumination is correspondingly 
of high intensity, the T-6' 
lamp should be spaced on 12- 
inch centers. In the small store 
they can be mounted on 15-inch 
centers. 

In the scheme of interior 
store display, the wall cases are 
considered very effective mer- 
chandising mediums. The com- 
mon practice of displaying mer- 
chandise flat against the vertical 
surfaces of wall cases, which are 
the doors of storage cupboards, 
falls short of maximum effective- 
ness if they are not so lighted 
that the customer can see them 
easily. The glossy finish of 
many of these products takes on 
added luster under bright illu- 
mination, which in addition to a 
striking contrast the background 
may produce, leaves nothing to 
be desired in individual mer- 
chandise displays. 

Lighting Wall Displays 

Special lighting is not always 
necessary for these displays. If 
the standard rcommendations 
for general illumination in the 
store have been followed this 
type of wall case display will 
receive ample light from the row 
of ceiling fixtures nearest the 
wall. Practically all enclosing 
globe ceiling units are designed 
to give a good illumination on 
the vertical plane, in this in- 
stance, the doors of the wall cab- 
inets. That is the reason a mer- 
chant should always use lamps 
of recommended wattage, prop- 
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erly spaced. Otherwise illumi- 
nation on the vertical plane may 
not be of effective intensity. 
Where the wall cabinets are 
located underneath a_ balcony, 
some of the ceiling illumination 
is intercepted, so much that the 
wall displays may be too dimly 
lighted. To remedy that condi- 
tion, small mirrored glass re- 
flectors, similar in shape to the 
standard show window reflectors 
can be mounted underneath the 
baleony. They should be spaced 
about 2 feet apart and equipped 
with 40 or 60-watt Mazda lamps. 


Glass Enclosed Wall Cases 


Glass enclosed wall cases are 
not in the same classification 
with wall cabinets. Tools, locks, 
and objects of a purely hardware 
description, are usually dis- 
played on the cabinet doors. 
Merchandise which carries more 
of an impression of dignity such 
as glassware and polished-metal 
electrical appliances are dis- 
played in the glass cases. Light- 
ing in the glass case, therefore, 
has a slightly different duty to 
perform. It must do more than 
merely illuminate; it must pos- 
sess a softness in keeping with 
the decorative design of this 
class of merchandise. 

There is also a physical con- 
dition to overcome. The glass 
doors of enclosed wall cases pro- 
duce reflections of counters and 
people in the store, just as the 
show window pane produces day- 
light reflections of street activity. 
For that reason, the illumination 
from the store light units is use- 
less. Separate lighting from the 
top of the case is the answer to 
this problem. 

In the glass enclosed case the 
lighting equipment is always 
mounted in the top of the case. 
Tubular reflectors with 25-watt 
tubular lamps, mounted at 15- 


inch intervals in the top of the 
case along the front, are the gen- 
eral practice in hardware stores. 
Elaborate wall cases of depart- 
ment store dimensions, some- 
times have the entire ceiling of 
the case a source of light, pro- 
duced with frosted glass and nu- 
merous low-wattage lamps. In 
other installations small mir- 
rored glass reflectors similar in 
shape to those used in show win- 
dows are recessed in the case top. 

An important thing to remem- 
ber in illuminating the glass en- 
closed case is to use glass shelves 
so that the light will filter throug: 
to the bottom. Otherwise only 
the top shelf would be illumi- 
nated. 

Manufacturers of counter and 
wall case equipment provided 
with lighting facilities are mak- 
ing remarkable progress in the 
application of light to merchan- 
dising display. But in many of 
these cases the light sources are 
spaced too far apart. As a re- 
sult the lighting is spotty. One 
section of the display is brighter 
than the next, resulting in a con- 
dition that makes the lighting 
conspicuous. 


Open-Top Wall Counters 

Wall case equipment possess- 
ing open-top counters beneath 
the cabinets should provide sep- 
arate lighting for this display 
area. Many modern installations 
of wall case equipment are using 
tubular lamps and tubular re- 
flectors to light these counters. 
The use of 40-watt, T-8 Mazda 
tubular lamps mounted on 15- 
inch centers underneath the can- 
opy produces a continuous glow 
of light over these counters. It 
calls the attention of customers 
to the products on display there. 

In the daytime, when many 
stores rely upon the daylight 
from skylights for general illu- 
mination, individual lighting for 
these open-top areas gives them 
valuable attractive power. 
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Automatic 
Electric Toaster 


$().00 


One of the finest chromium 
plated automatic electric toast- 
ers. Takes two slices of bread 
at one time, oven racks auto- 
matica!ly deliver toast. Ebonized 
handles—no burned fingers. 
Complete with six-foot art silk 
heater’ cord. Height (——), 
width ( Bs 





YOUR STORE NAME 














SPECIAL 


Enamel Ware 


$0.00 


Extra high = grade seamless 
Enamel Ware. Triple coated in 
a light cream finish. Its hard 


smooth finish makes it easy to 
keep clean and adds to its long 
wearing qualities. List different 
items. 


YOUR STORE NAME 








a 


This layout is 
regular 
government Post 
Card. Just add 


for a 


the 


type matter and 
hand this layout 


with cuts to ly — — wide, oe) long, ( ) 
proof spout. Eb- inches high. 
y 4 ur local onized cover knob 
printer. and grip. 
ps: 
Stemware 

Beautiful sparkling 

stemware in_ the 

newest. designs. 
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ADVERTISING SERVICE 


Tea Kettles Table 
additional A wonderful Sturdy well con- 
value. Made of structed ironing 





By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 

The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 
please—this saves bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order Illustrations) 
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Thrifty Shoppers watch for (Store Name’s) Dollar 
Days for these events mean tremendous savings. Take 
advantage of this grand opportunity to buy fine qual- 
ity things for your home at these greatly reduced 
prices. Look at these Bargains. 


Heavy Aluminum Folding Ironing 


table of hardwood. 
A real bargain, ( ) 


fine grade alumi- 
num with secure- 





The kind of glass- 
ware you will be 
proud to own. Very 





eel special at this price. 

Ice Cream 

Freezers (List Dollar Lamps 
For Dollar Day A group of lamps 

Only. Items Here) in a variety of de- 

One dollar off the signs suitable for 
regular price of practically any 
ice cream freez- room. Greatly re- 


duce prices for 
today only. 


NAME 











ers of 3-quart size 
or over. 


YOUR STORE 
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Wind UP the Summer Season 
With A Big August Dollar Day 








Household Scale 


Reliable double 
standards Scale 
with slanting dial 
for easy reading— 
green enameled 
steel body. Weighs 
to 25 Ibs. 


Preserving Kettles 


T-9 


Modern Equipment 
Will Make Canning 
A Pleasure 


No need for a lot of fuss and 
hard work to do your canning 
this year. We can furnish you 
at a very low price everything 
you need in the way of can- 
ning equipment that will make 
your work easier and your 
canned things keep better. 


Food Chopper 


Family size—long, 


(List Items = Re han- 
H © e. as 3 nives 
With Prices) —coarse, medium, 
and fine. A _ Big 
Value! 
Colanders 





Heavy aluminum lipped kettles Heavy aluminum colanders — 
—seamless. Steel handles’ with polish finish, inside sun ray fin- 


wood grips. Heavy tinned ears, 
triple riveted. Capacity 


quarts. 


YOUR 





ish—easy to keep clean. Strong 
handles securely fastened. 





STORE NAME 
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Everything for 
the Sportsman 


No matter what is your favorite 
sport you’ll get a real thrill when 
you see the things (Store Name) 
have provided for your enjoyment 
their fine quality and their very 
low prices. Compare! 





(List Sporting Goods 
Items With Prices) 


YOUR STORE NAME 

















fies une aga 








T-11 
Electric Iron 


Will give years of 
service. A full six 
pound nickel plated 
iron with a sturdy 
tip up heel rest. 
Complete with cord 
and plug for ( ). 


YOUR 


(Store Name) are specialists in things 
to make your home making tasks 
easier—especially during these hot 
summer months. Our quality is al- 
ways of the best and our prices are 


(List Kitchen Helps 
With Prices) 


STORE NAME 
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OUR FINEST 
HOUSE PAINT 


$().00 


PER. GAL. 


It pays to buy good Paint. We 
honestly believe you can’t beat 
(brand name) paint for coverage, 
good appearance and long lasting 
qualities. Our Price is FAIR and 
will prove the most economical 
in the end. Colors — —. 


YOUR STORE NAME 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s me Hardware Business: 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











June 21, 1932. 


ETAIL selling of seasonable 
hardware is moving steadily, if 


quietly, along—and at a rate 
certainly no less than that of May 
and early June. While the distrac- 
tions of the national political conven- 
tions and the unfinished economy and 
relief programs at Washington are 
causing the nation’s larger business af- 
fairs to mark time, the buying of the 
“daily bread” and of the daily wants 
and needs of most of us is still going 
forward. Washington has at least made 
some progress, and thereby national 
sentiment has been measurably _bet- 
tered. 

The leading business reviews note 
a fairly pronounced upturn in retail 
trade throughout the country, mostly 
in seasonal lines, due to favorable sum- 
mer weather. Vigorous advertising and 
the conduct of special sales by large 
stores has had considerable influence in 
their own and the general showing. 


The rise in retail transactions 
is regarded as a hopeful promise 
for the future. Stocks are at a 
minimum and must be replaced, 
so jobbers and manufacturers 
are in a greater measure prepar- 
ing their lines in the expectation 
that the growth will continue. 


Manufacturers’ Group Notes 
Improvement 


A typical note of the recent better- 
ment comes from the country’s larg- 
est manufacturing “district,” in Chi- 
cago, comprising 300 concerns, em- 
ploying even now about 15,000 per- 
sons and representing 150 different 
lines of industry. For more than two 
months increasing activity of demand 
has been noted by this group. Many 
people who have been hoarding their 
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by STEWART JAMES 


money are beginning to spend it, buy- 
ing cautiously, of course, but really 
buying, as today’s numerous bargains 
are enticing their funds into service. 

Manufacturers in this great “district” 
have been able to sense this better- 
ment early, because they make so many 
things that enter into the daily needs 
of the people. Many of these com- 
panies report they have increased their 
production since May 1 to a greater 
rate than they have operated in the 
last two years. Some have added con- 
siderably to their working forces; some 
are operating night shifts and a few 
are even considering needed additions 
to their plants. Drastic economies and 
improving business are expected to en- 
able most of this group to break even 
or to show a profit this year, in con- 
trast to losses incurred last year. 


Upturn in Many Sections 


From Detroit comes cheering 
comment that industrial employ- 
ment there has been the highest 
with one exception since May, 
1931. Not great, but perceptible 
improvement is shown in retail 
trade, and Detroit banks report 
past due collections picking up, 
particularly among small bor- 
rowers. The sharp gain shown 
by the automobile industry in 
May is being partly held in June, 
and the number of ,families on 
welfare rolls is steadily dimin- 
ishing. 

Bradstreet has found in the 
South Atlantic States an increase 
in department store business in 
seasonal lines. In New England 
the department stores have ex- 
perienced a slight upturn in 
sales, but entirely in necessary 
merchandise, not luxuries. 
Some central and northwestern 
sections report that warm 
weather has increased retail busi- 
ness to equal that of the same 
period last year. In a few cities 
of the northwest, employment is 
reported somewhat improved, 
and in the Pacific States general- 
ly favorable weather has stimu- 
lated retailing. In the north- 
west, although the lumber indus- 
try has slowed up, orders have 


been running 6 per cent above 
production. 

The building industry remains slow 
throughout the country, and there is 
little activity even in the construction 
of small homes and in the making of 
repairs. Heavy engineering construc- 
tion contracts, however, awarded dur- 
ing the week ended June 6 reached 
$44,000,000, the largest weekly total 
this year. The amount was swelled 
by Federal Government projects to the 
value of $21,000,000. 


Financial Outlook Brighter 


Federal reserve officials now seem 
confident that the steady outflow of 
gold to Europe, which has been in 
progress since last September, is at 
an end; and that an increase in United 
States gold stocks should begin before 
fall. This improved condition should 
end European talk about the remote 
possibility of our abandoning the gold 
standard. Halt in exports of gold 
is expected to strengthen the dollar 
abroad and indirectly to bolster do- 
mestic bond and security prices. 

The tax on automobiles and trucks, 
that on telephone and telegraph mes- 
sages, and the import taxes on lumber, 
copper, coal and oil became effective 
June 21. The new postal rates will 
apply commencing July 6. Altogether, 
the revenue _bill signed by President 
Hoover June 6 is calculated to net the 
Government $1,118,500,000 per year. 
Further drastic economies are needed, 
and it is hoped they will be under way 
shortly. 


Fewer Failures Reported 


The first week of June saw a marked 
decrease in the rate of bank suspen- 
sions, reported by the American 
Banker, nine institutions having closed, 
compared with 21 the preceding week. 
Three banks reopened. 

The smallest number of business fail- 
ures since early December was reported 
by Bradstreet’s for the week ending 
June 2. The number fell sharply from 
596 to 489, a decrease of 18 per cent 
—accompanied by a decline of 65.4 per 
cent in liabilities involved. 

Further progress must be made in 
passing along to smaller firms the bet- 
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Remington, 


WEEKLY@LETTER 


THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS 


AN rialageataiesl ANNOUNCEMENT 
ee ABOUT NEW GUNS 


-22 Caliber 
Retail Price 


$14.60 








Model 32 
Over-and- 
Under Two- 
barrel Shot- 
gun 

Retail Price 







All jobbers and dealers who have seen our announcements in the magazines will 
admit that Remington is giving the shooting public and the trade something really new 
to talk about in the Model 32, over-and-under two-barrel shotgun; and the Model 34 
bolt action .22 caliber repeating rifle. 


Two new guns like these will certainly put fresh sales possibilities into your gun 
department. It takes a lot of money to 
tool up the factory for a new gun. Doing 
it at this time certainly shows our con- 
fidence in these guns. We’re showing it 
further by giving them wide national adver- 
tising in general, farm, and sporting pub- 
lications. 

Remember that in every community 
there are people whose incomes have not 
been appreciably reduced. Thousands of 
them will buy the Model 32, because it is 
the best two-barrel shotgun ever offered. 
It has more strong selling points than any 
gun you ever sold. 


And the Model 34 will tempt the fellow 
who may be holding back on his purchases 
just now, because such a fine repeating 
rifle at such a price is a genuine bargain. 


The Models 32 and 34 will soon be in 
your jobber’s hands. In the meantime 
you'll have inquiries from the advance pub- 
licity. Write us for circulars with complete 
descriptions. It will pay you to be posted 
on the guns that will dominate the market 
this year. You'll be taking no chance in 
placing advance 


ago gua wf Dayna 22, SEND FOR THESE 
President FOLDERS 


REMINGTON ARMS COMPANY, Inc., BRIDGEPORT, CONNECTICUT 


Manufacturers of Arms, Ammunition and Cutlery—Originators of Kleanbore Ammunition 
© 1932 R. A. Co. 
The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 








JUNE 23, 1932 63 











ter credit situation. Most banks now 
have loan funds available which are 
not being loaned, and there is com- 
ment that some banks, having been 
saved from embarrassment by the Re- 
construction Finance Corporation, are 
now refusing to grant loans to indus- 
try for legitimate purposes. On the 
other hand, there is indisputable evi- 
dence that many banks are desirous 
of making loans, but dare not because 
of the weak status of some borrowers, 
or cannot because stronger industry 
does not need or wish to borrow under 
present conditions. 


Staple Metal Prices 


As to staple metals other than steel, 
the tone of the copper market improved 
slightly as the result of the passage 
of the 4-cent tariff. The failure of a 
large metal firm in London specializ- 
ing in tin brought a severe slump in tin 
prices after a recent previous recov- 
ery. Lead prices remained steady, as 
did antimony, aluminum and _ nickel, 
all with light demand. Zinc (spelter) 
prices slipped back a little, after the 
strong recent advance caused by a 
curtailed output program. 


Freight Car Loadings 


After an increase in the nation’s 
freight car loadings of 5512 cars dur- 
ing the week ended May 28, an ex- 
ceptional drop of 73,575 cars (14 per 
cent) took place during the following 
(Memorial Day) week. The 447,387 
cars loaded in that week set a record 
low for this year by a wide margin. 
The decrease from traffic a year ago 
came to 313,697 cars, with a drop of 
488,195 from 1930. 


Steel Activity Very Low 


The Iron Age reports that the steel 
industry has again cut down produc- 
tion, being unable to maintain even its 
recent low operating rates in the face 
of uncertainties that are delaying the 
major customers upon which the steel 
mills depend for business. 

While it is generally believed that 
present output of steel is very much 
below the wear and tear needs of the 
country, indicating that such low op- 
eration cannot continue much longer, 
final disposition of important legisla- 
tion now before congress and the ad- 
journment of that body seem to be nec- 
essary to the restoration of confidence 
that must precede recovery in demand. 


Bright Spots in the News 


Recent census announcement shows 
that the number of city homes wired 
for electricity is nearly four times as 
great as the number of rural homes 
wired. The figure for urban homes is 
given as 15,962,168 and for rural 4,- 
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087,282. This reminds the student of 
statistics that the five basic indexes of 
the purchasing power of a region have 
been enumerated as population, income 
tax returns, automobiles owned, tele- 
phones in use, and number of electric 
meters in use. 

Owens-Illinois Glass Company of 
Toledo announced June 9 the adop- 
tion of the six-hour day of four shifts, 
increasing its force 2000 to the nor- 
mal figure of 8000. The six-hour shift 
for seven days a week will be in effect 
in all of the fourteen plants of the com- 
pany. The plan is effective at once. 
The company’s plants have been work- 
ing on a 24-hour-a-day schedule, which 
has heretofore been divided into three 
8-hour shifts. 

A June 7 paragraph notes that the 
Maytag Company of Newton, Iowa, 
manufacturers of washing machines, 
has called its full force of 1100 men 
back to work. Operations in every 
department have been resumed. The 
plant has been shut down for some 
weeks, but sufficient orders are now 
booked to warrant starting up again. 

All departments of the Mansfield 
Tire & Rubber Co. have swung into 
capacity production as a result of a 
25 per cent increase in sales of tires 
and tubes. Mansfield dispatches say 
the working schedule of three 8-hour 
shifts assures full-time employment for 
more than 1100 men, some of whom 
have been working only part time. 
Approximately 100 others have been 
called back after a layoff. The full- 
time schedule will mean a $30,000 pay- 
roll increase for the month of June, 
he said. 

Three sheet mills and six tin mills 
of the Follansbee Brothers’ plant at 
Follansbee, W. Va., resumed opera- 
tions this month after being idle since 
March 15. About 300 men have been 
given employment, but officials are un- 
able to saw how long work will con- 
tinue. 


Recent Hardware Happenings 


The manufacturers of firearms and 
ammunition will not absorb the 10 per 
cent excise tax which became effec- 
tive on June 21. New prices to the 
retailers, sufficiently high to include 
the tax, have been prepared by the 
factories, and jobbers announce that 
these will be put into effect, apply- 
ing on all new orders. This tax leg- 
islation has been so long under 
consideration that most dealers have 
covered themselves generously. In 
fact, the ammunition makers have been 
hard pressed to take care of the busi- 
ness which has been sent to them dur- 
ing the last few weeks, in anticipa- 
tion of the tax. Jobbers and dealers 
realize that when the tax period ter- 
minates in 1934, they will be con- 


fronted with a shrinkage in values 
which can be offset only by putting out 
the advanced prices now on their pres- 
ent stocks. 

Bale ties, which were advanced by 
the manufacturers on March 25 35c. 
per 100 lb. (to $3.05 per cwt.—lL.c.l. 
basis to retailers, f.o.b. Chicago dis- 
trict mills)—have dropped back 25c. 
per 100 lb. on June 10. Price strength 
in the staple lines of wire products has 
not been so manifest recently. The plan 
of advancing prices for the third quar- 
ter seems to have been definitely aban- 
doned. There is current feeling that 
the ability of the mills to hold present 
levels on such lines as barbed wire 
and nails depends a lot upon the hoped- 
for mark-ups of mail order prices when 
the new mid-year catalogs are issued. 

The radical decline in paint prices, 
recently announced, while justified by 
lower material costs, was undoubtedly 
due in no small measure to the leader 
prices quoted by mail order distribu- 
tors. The hardware trade seems to 
feel that the decline would have been 
more helpful, and less conducive to 
losses on stocks, if timed before the ad- 
vent of the heavy selling season. 

A mark-up of about 20 per cent is 
reported by the leading manufacturers 
of night. latches—following the recent 
further strengthening in prices of rim 
and mortise lock sets. 

There has been a reduction of ap- 
proximately 10 per cent in Hotpoint 
electric irons. Sales in irons are run- 
ning largely to the popular priced 
items, and values here are remarkably 
attractive. Flashlights and _ batteries 
are moving out in increasing weekly 
volume, as the outdoor demand keeps 
growing. Vacuum bottles and jugs are 
selling very fast, and attractive factory 
advertising is helping. 

Cordage makers report a_ present 
world surplus of nearly all classes of 
fiber—manila, sisal, jute, hemp and 
cotton. All of these are felt. to be 
selling below the cost of production, 
and many growers are abandoning op- 
erations, particularly in Africa. Manila 
fiber production has been better regu- 
lated, and surplus stocks have not been 
allowed to increase to an alarming ex- 
tent. When the eventual sure price 
recovery comes in cordage lines, manila 
products are expected to react earlier 
and perhaps more sharply than the 
rest. 

There is every indication that more 
fruits and vegetables will be canned 
during the coming summer and fall 
than for many years. The supply is 
plentiful and prices low. Dealers are 
already preparing to feature all sorts 
of canning equipment, including cold- 
pack canners, preserving kettles, col- 
anders, strainers, etc. 
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Let’s get Bz C K 
SANITY 


THE radio business ran wild during those boom 
years from 1927 to 1929. Factories worked like 
mad turning out sets. The public fell into a 
frenzy of buying. Sales reached incredible 
heights... but production, mounting dizzily, 
outstripped them. And the high-pressure meth- 
ods of manufacturers forced dealers to pile up 
huge inventories. 

Finally, the market was glutted. The public 
put its hands in its pockets and refused to take 
them out. There were the dealers—overloaded; 
the manufacturers—geared for tremendous pro- 
duction. The results were disastrous. For almost 
three years, the industry has struggled to recover. 

Meanwhile, Columbia has been keenly watch- 
ing developments. And now—this company is 
sure that the time has come for a return to san- 
ity. Columbia realizes that the mad methods 
which brought the industry to the brink of ruin 
are through. And it offers in their place a sane 
program of production and distribution. 

Columbia will not go into mass production. 
Yet it will achieve all the economies of large 
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scale output. For it will draw upon the world’s 
largest radio factory—in quantities equal only 
to the demand created. 

Columbia will zot employ high-pressure mer- 
chandising methods. Distributors and dealers 
will not be overloaded, nor compelled to carry 
more sets than the market calls for. 

That market is bound to be broad... because 
Columbia radios haye everything the public 
wants. They are priced right for today. They 
include the most advanced musical and electri- 
cal developments. They are encased in hand- 
some cabinets. And they are backed by a name 
that has been famous in music for 43 years. 

Columbia’s manufacturing and merchandis- 
ing program is sound to the core. Its instru- 
ments are among the finest in the field. The 
radio business now has an opportunity for a 
rational comeback. Distributors and dealers 
seeking a tonic for business, and a company 
sympathetic to their interests, are invited to 
get in touch with the Columbia Phonograph 
Company, Inc., 55 Fifth Ave., New York City. 
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“Your RADIO BROADCASTS 


INCREASED 


OUR SALE 5 says F. J. Drakeman 






ERE is proof to show you how 

hardware dealers are profiting 
by selling Ever Green, the all-pur- 
pose insecticide. Read what F. J. 
Drakeman has to say about his 
profits from Ever Green national 
advertising. 








HERE are hundreds of other letters 
just like this which we received last 
year. And this year Ever Green advertising 
has been increased. In the Saturday Even- 
ing Post, Better Homes and Gardens and 
20 other leading publications, 30,271,043 
Printed messagesaretelling your customers 
they can order Ever Green from their 
hardware dealer. Ever Green is also being 
advertised over leading radio stations. 
Now is the time to cash in on this powerful 
Ever Green advertising campaign. 
Order from your jobber or mail the 
coupon below and start to increase your 
own garden department sales. 


EVER GREEN PRICES 





1 oz. (35c seller) 2 doz. to case 
6 oz. ($1.00 seller) One doz. to case 8.00 


1 pint containers ($2.00 seller) 
One doz. to case 


sete ewer eeeseees 











McLaughlin Gormley King Co., Minneapolis 
Please send me C.O.D. the order I have | 
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Enlarge these squares and map out as 
shown here. 
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Hardware Age Window Display Suggestions 


(Continued from page 44) 


season. In the window on page 
44, the leaves suggested at the 
top of the display may be made 
of crepe paper. A little thought 
given to the poster colors will 
produce a telling effect. The tree 
and the distant shore may be a 
medium blue, the water and 
leaves on the trees a rather light 
green obtained by mixing a little 
white with it. Then a flesh tint 
for the man will complete a har- 
monious poster. 

In the window which features 
beach toys, the dressing tent be- 
ing brightly colored will deter- 
mine the other colors. In all 


probability it will be orange or 
red, so the poster should be done 
in opposing colors. If the tent is 
orange, make the poster blue, if 
tent is red make the poster the 
same green used for the poster 
in the other window. The break- 
ing waves and the boy should be 
white. They will help the effec- 
tiveness of the green. The line of 
lettering should be as the color 
of the tent. 

The enlarging chart is shown 
below. Speaking of enlarging by 
this method, we call attention to 
the window photo presented here. 


It is the work of E. D. Hughes of 
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Steele & Torrance, Batavia, N. 
Y. He writes: “We find this 
method suggested in HARDWARE 
AGE very easy to work out. The 
picture will give you an idea of 
what we did with the HARDWARE 
AGE instructions. 

You will see another 
taken from a picture in Harp- 
warE AGE. It is the small tray 
used in the front of the window. 


idea 


It contains seventeen bins in 
which we can show either mer- 
chandise relating to the larger 
display or small miscellaneous 
articles, as we find the tray does 
not detract from the rest of the 
display.” 

You, too, may avail yourself 
of these helpful methods con- 
tained in every issue of Harp- 
WARE AGE. 





Needed! A National Catalyzer 


(Continued from page 47) 


this careful handling? They cer- 
tainly have not. Interest, taxes, 
insurance and depreciation are 
eating into the value of such 
goods every day. The wise man, 
of course, is the man who faces 
the facts. In the past two or 
three years the wise men who 
faced the facts in regard to their 
inventory, cleaned out their 
goods. They took their losses 
and they have been able to go 


into the market and replace these 
goods at much lower prices. 
That today is something that is 
causing trouble in __ business. 
Some merchants are trying to do 
business with old goods, bought 
at high prices, while other more 
active merchants are doing busi- 
ness with new goods bought at 
the lowest prices. It is unneces- 
sary to say under such condi- 
tions who is getting the business. 





Carolinas Convention Report 


(Continued from page 36) 


be visions and dreams to reach goals. 
But there must be charts and com- 
pass and judgment. Judgment is based 
upon records. Facts, experiences of 
himself and others. 

Does the man behind the wheel be- 
lieve in the brotherhood of man, and is 
he practicing good citizenship con- 
stantly. No man can live to himself 
alone. Sometimes men are in too close 
contact with their businesses. Business 
must be viewed at a distance, so to 
speak at times, to get a view of it in 
relation to other things. Then he must 
take stock of himself, his habits, his 
appearance and his dealings with 
others. A study of ali of these things 
is necessary for the man behind the 
wheel for him to drive his business 
successfully. 

The election of officers followed with 
this result: President, D. E. Turner, 
Mooresville, N. C.; First Vice-Presi- 
dent, F. W. McKeel, Darlington, S. C.; 
Second Vice-President, W. T. Kelly, 
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Greensboro, N. C.; Third Vice-Presi- 
dent, Thomas W. Ruff, Columbia, S. C.; 
Secretary-Treasurer, Arthur R. Craig, 
Charlotte, N. C.; Executive Committee 
in addition to the officers above named, 
J. Betts Simmons, Charleston, S. C.; 
A. S. Foscue, Maysville, N. C.; National 
Councillor, W. W. Watt, Charlotte, 
N. C.; Delegate to National Congress 


which meets next week at West Baden | 


Springs, Ind.; F. W. McKeel, Darling: 
ton, S. C., and William Dixon, Kinston, 
NoG: : 

Two resolutions were adopted before 
adjournment. 

The first was to the effect that gov 
ernment expenditures should be _ re- 
duced and asking the members of the 
association to communicate with all 
taxing bodies urging them to reduce 
governmental expenses. 

The second resolution called for the 
appointing of a committee to confer 
with representatives of the electric 
power companies in the Carolinas. 
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in Pliers 


KLEINS 


OOD workmen demand 
good tools—your cus- 
tomers appreciate 

quality in pliers--that’s why 
they demand Kleins. Klein 
Pliers have been the stand- 
ard with master workmen 
and public -utilities ‘‘since 
1857,”> and are made in a 
wide variety of sizes and 
styles to meet every require- 
ment. Check over your 
stock of Kleins with your 
jobber and be prepared to 
fill the needs of your cus- 
tomers who want the best. 


Buy From Your Jobber 








cis KLEIN 
Established 1857 Chicago MUSA 


3200 BELMONT AVE., CHICAGO 
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1.NEW BISMARCK 5. Builders’ Building 
HOTEL 
Palace Theatre 11. Continental I!linois Bank 
Metropolitan Office Bidg. Building 
2. Merchandise Mart 13. Board of Trade 


(Mherehatl Field Whole 1. a itter Bros. 
3. Marshall Field Retall 29, soidiers’ Field 
The BISMARCK is nearest to the Merchandise 
Mart and the wholesale district . . . the thea- 
tre district . . . and close to State Street 
stores. 
Large, light rooms . . . super-comfort beds 

. soft water for bath . . . silent mail signal 
in each room . . . four distinctive dining 
rooms . . . known for Good Food. 

Send for Booklet with Downtown Map 


Rooms with Bath, $3.50, $4, $4.50, $5, and $6 
Rooms without Bath, $2.50 


OTTO K. EITEL, Manager 


BISMARCK 


HOTEL CHICAGO 


RANDOLPH AT LA SALLE 


ARDWARP 








oEALERS 


SHOULD MATCH 


CHAIN STORE VALUES 
5* to $40 


K MERCHANDISE 








DON’T BE UNDERSOLD by the 
CHAINS on 5¢ to 25¢ staple everyday 
selling items throughout your store and 
have your customers feel that you are 
high priced on all lines of General Hard- 
ware and Housefurnishings, just because 
you are out of line on the 5¢ to 25¢ lines. 


DON’T BE UNDERSOLD. Get a 
CHAIN STORE BUYING CONNECTION 
on the 5¢ to 25¢ lines, sell at CHAIN 
STORE PRICES, make CHAIN STORE 
PROFITS, or don’t handle this popular 
line of merchandise. 


DON’T BE SrouneS. 
the facts about the M. an 
organization that has SPECIALIZED in 
5¢ to $1.00 merchandise for 18 years. 


Secure 


Consolidated Merchants Syndicate, Inc. 
PIERRE H. MEYER, Pres. 
890 Broadway New York City 


Attach this coupon to your letterhead and learn 
how you can INCREASE YOUR SALES and 
PROFITS on 5¢ to 25¢ MERCHANDISE. 


BERRIEN a cccsccscvcsccccccescccvcvccesccoccs 
June, 1932—Hardware Age. 
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Marvin’s Store Meetings 


(Continued from page 51) 


because the store door did not 
open easily. Then, too, there are 
people who acquire an unde- 
served reputation for grouchi- 
ness because of a raspy voice, or 
some peculiar mannerism. This 
type responds quickly to respect- 
ful, courteous treatment.” 

“We were told that the secret 
of handling the grouchy custom- 
er lies in never allowing him to 
get on our nerves; in consider- 
ing him as a problem to be solved 
through proper service. If a 
grouch is of the conceited type, 
cater to his whims and fancies. 
Often the grouchy customer 
merely wants to air his authority. 
Appeal to his vanity. Some- 
times the grouch is irritable and 
very overbearing. Offset his 
attitude by being pleasant and 
at the same time calm and co!- 
lected.” 

“Often the grouch has a real 
complaint. If so, get to the bot- 
tom of it quickly, and immedi- 
ately express your regrets over 
the incident. Then remedy it at 
once. This gains his confidence 
and often leads to sales.” 

“We were instructed that 
whenever there was a grouch 
among our customers, we were 
to make it a point to, always meet 
him promptly with a smile and a 
word of welcome as soon as he 
entered the store. This disarms 
him, and often transforms him 
into a good customer.” 

“How about the argumenta: 
tive customer?” queried Charlie 
Hanson. “I don’t mean the 
grouchy one, but the one who 
puts up an argument on any and 
every article you show him.” 

“Well,” said Irma, “if he is 
of the intelligent kind, your best 
weapon is a thorough knowledge 
of your goods. Continually lead 
his thoughts along lines where 
you are sure of your ground. 


Never combat his views direct- 
ly, but suggest and let him think 
he is winning his point. Always 
use sound logic, and be sure you 
know. Whatever you do, don’t 
argue. If, on the other hand, 
the argumentative customer is a 
bluffer, steer the talk to points 
where you have certain knowl- 
edge and make your assertions 
politely but with assurance. If 
he is well posted, state the facts 
about the article briefly, and, if 
possible, get him to take the ar- 
ticle himself and handle it. Al- 
ways be brief and to the point 
with the customer who knows 
what he is talking about. A 
false step means loss of confi- 
dence and eventually the loss of 
the customer.” 

Several more questions were 
asked “and answered, and almost 
before anyone realized it, the 
time for closing the meeting ar- 
rived. 

“That was a very interesting 
session,” said Van Davis to May 
Garvin, as they strolled home 
after the usual lunch. “Yes,” 
May responded, “it was. I 
learned a lot. Hereafter, if you 
ever get unreasonable or grouchy 
or argumentative, I'll certainly 
know how“to deal with you.” 

“Fine,” said Van _ heartily. 
“Just be pleasant, smile and 
don’t argue. Now suppose I in- 
sist on exchanging that last kiss 
I had for a brand new one?” 
May smiled happily. “I don’t 
think you are unreasonable at 
all, Mr. Davis,” she said in her 
best store manner. “We’re al- 
ways glad to exchange merchan- 
dise; shall I wrap it up for 


you?” 
“No, indeed,” said Van ur- 
gently. “Ill just take it this 


way,” and he gave her a perfect 
example of the satisfied cus- 
tomer. 


HARDWARE AGE 














A Gamble or an Investment? 


\VERY retail salesman represents either an in- 
vestment or an expense to the business. He is 
either an asset or a liability. 
Recently we wrote to a prominent hardware mer- 
chant asking what he considered his greatest mer- 
chandising problem. He answered as follows: 


“When I realize that I can hire $50,000 for the 
same price I pay one salesman, I realize that my 
greatest problem is to increase the efficiency of my 
salesmen.” 

This merchant has hit the nail squarely on the 
head. The weakest link in the whole chain of dis- 
tribution is the retail salesman, and in the great 
majority of cases it is not his fault. He does the 
best he can with what he has. He could do much 
better if he were properly equipped with the in- 


formation he should have in regard to the merchan- | 


dise he has for sale and the proper methods for 
selling it. 
Probably this is due to the fact that the average 


hardware merchant has never figured out the value | 
of this salesman from the dollar-and-cents angle. If | 


a salesman is drawing $200 per month, or $2,400 
per year, he represents 6 per cent interest on $40,- 
000. If his salary is $3,000 per year, he repre- 
sents 6 per cent on $50,000. In other words, a 
merchant could hire either $40,000 or $50,000 in 
cash for one year for the same amount he pays the 


$2,400 or the $3,000 salesman behind his counter. 


What could the merchant accomplish through 
the addition of $40,000 or $50,000 to his capital? 
How much could be make that money earn in his 
business? The answers represent the amounts his 
$2,400 or $3,000 salesmen should earn for his busi- 
ness. If the average merchant had $40,000 or 
$50,000 additional capital working for him, he 
would undoubtedly watch that capital closely. He 
would give it all the personal attention it needed to 
make it earn both the interest he was paying and a 
profit besides. Why he does not employ the same 
methods in regard to his salesmen is one of the 
mysteries of modern merchandising. 


Don’t consider your salesmen as mere gambles 
to the extent of their salaries. Regard them rather 
as investments of $40,000, $50,000 or whatever the 
amount may be. Then give each such investment 
the attention it deserves, and another one of your 
retailing merchandising problems will have heen 


definitely solved. L:S.S. 
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‘Fibre Coatings Yoabrs itch 


> 
Sn. ib Bt ba 


PE San oe owe 


This steel display rack furnished 
free with 43-gallon assortment. 






Se ieee ha 


: "Meet the demand 
; for a high quality, ‘ 


low price roof coating 


Who is getting the profitable business in your 
community on black roof coatings? You can, 
if you sell 


“RP IE oer ec cepe ese 


sa a a 


ASBESTOS FIBRE COATING 


High quality—time tried and tested, Carey Fibre 
Coating is low in price because it is made in tremen- 
dous quantities in the largest roofing factory in the 
world. 

Developed for composition roofings, all kinds of roll 
roofing, Built-Up Roofs, Slag Roofs, and composition 
shingles, it is also especially good for badly rusted, 
or pin holed metal roofs. 


Sales Helps 


We supply Window Displays, Circulars, and Display 
Rack and direct mailing plans that will make your 
store the roof coating headquarters of your commu- 
nity. Write or mail the coupon. 


THE PHILIP CAREY COMPANY 
Department H Lockland, Cincinnati, Ohio 


The Philip Carey Company, 
Dept. H., Lockland, Cincinnati, Ohio. 


Send complete information about Carey Asbestos Fibre 
Coating. (Check here for free sample [ ). 
Name 
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What's New 


for Retail | 














New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
— New Colors—New Deals— 


Pe os hs TESS 














Hardware Stores 





Universal Iron 
Window Display 


Presents sales points for Uni- 
versal adjustable automatic elec- 
tric irons. Actual pieces of at- 
tractively colored cloth, rayon, 
silk, wool, cotton and linen are 
on display. Placed over per- 
forations these bits of cloth ad- 
mit light from the rear and glow 
with a flash of colors. On the 
iron shelf are bits of cloth, one 
pleated, that demonstrates use of 
tapering point irons. Litho- 
graphed in dark blue, black and 
orange. Free with each order of 
six or more automatic irons. Ex- 
treme height, 38 in.; extreme 
width, 42 in. Order No. D7093. 
Landers, Frary & Clark, New 
Britain, Conn. 


Freezer-Tray Electric 


Ice Cream Freezer 


Has motor driven dasher. De- 
signed to fit easily into freezing 
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compartment in place of two ice 
cube trays. Three sizes made to 
fit practically all household elec- 
trical refrigerators, says The S. 
M. Howes Co., 511 Medford 
Street, Boston, Mass. Sizes and 
list prices: A, 1% qts., $15, 11 
in. x 3% in. x 5 in.; B, 2 qts., 
$17.50, 14% in. x 3% in. x 5 in., 
and model CN, 1 qt., $15, 11% 
in. x 3% in. x 3% in. Velvet 
finished cast aluminum tray, 
stainless and rust-proof with uni- 
versal motor and special connect- 
ing cord. 





Rope Knot Panel 
Display Boards 

In sets of two, each board two 
feet square, naming, in all, fifty- 
eight knots, whi¢h are illustrated 
and described. Offered by Plym- 





outh Cordage Co., North Plym- 
outh, Mass., together with sup- 


ply of a very comprehensive 
booklet 
for tying many of 


instructions 
the 
The com- 


containing 
knots 
shown on the display. 
pany suggests that the boards 
later be turned over to local Boy 
Scout troops as goodwill build- 


ers, 


Display For 
Wagner Fans 

Stands 3 ft. 1 in. high. De- 
signed to represent a fan with a 
cutout through the center of dis- 
play into which a Wagner 8 in. 


fan is mounted, keeping a pen- 
nant in motion. Finished in five 
oil colors—weshable. Wagner 
Electric Corp., St. Louis, Mo., 
offers display with quantity pur- 
chases. 


‘ 


Western 
Cartridge 
Display Card 
Featuring Super-X 
long .22’s. 
Card, designed for 
ledge or 


range 


counter, 
open display use, 
measures 16 in. in 


height. Reproduced 


in nine brilliant 
colors, varnished. 
Western Cartridge 


Co., East Alton, Il. 








Maytag Meat 
Chopper Attachment 

For use on Maytag electric 
washers, is put in place by lift- 
ing off the roller water remover 
unit. Grinder unit is then set 
over shaft head of power leg on 
the Maytag. Built of heavily 
tinned smooth surfaced metal, 
enabling easy and quick clean- 
ing. One perforated plate and 
chopper knife furnished; other 





plates at slight extra cost, if 
grinder is to be used for chop- 
ping nuts, fruits and vegetables. 
Suggested $16.50. 
The Maytag Co., Newton, Iowa. 


retail price, 


Wesein 
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CINCINNATI'S — 
LARGEST HOTEL 


yet not too large to give you personal service 

. . one thousand rooms each with bath... 
five famous restaurants where you meet the 
traveling public who know good food . . . de- 
licious menus at reasonable prices. A pleas- 
ant room with private bath and three enjoyable 
meals . . . and yet you keep your expenses well 
under $5.00 a day. 70% of all rooms at $2.50, 
$3, $3.50 and $4. . . Garage. 


Conveniently located on Famous Fountain 
Square in the heart of Cincinnati's retail, whole- 
sale and amusement districts. 


Write for literature with map. 


C. C. SCHIFFELER . . . Managing Director 














The Greater 
HOTEL CIBSON 


CINCINNATI 
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Poultry 
Netting witn 
an Identity 


Superior Brand iden- 
tified readily by the 
brightly colored roos- 
trade-mark in 
every bale. Made 
from Copper Bearing 
Steel. 


At Your Jobber 


G.F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


ter 





Now ATLAS TACKS 


in colored packages 


Now ATLAS TACKS come packed 
in Neat Display Boxes, ready 


for your counter 





rao 5203 
o¢ Ns YOUR 


ATLAS TACK CORPORATION 


FAIRHAVEN, MASS. 














SUPERIOR 
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Drop Forged WRENCHES 


(1932) 
stronger steel... 
quality, have strong sales appeal that can be 
seen and felt. They are known to tool users, 


designs and a new and 
these wrenches show their 


With new 













tools ; 


to the buyers of quality (profitable) 
in tool 


are nationally advertised, are used 
rooms and machine shops. When you sell one 
of these wrenches you know that you have 
made a repeat customer. 37 types, all sizes, 
1 quality—singly or in matched sets. 


ARMSTRONG-V ANADIUM 
WRENCHES. 


Drop forged Chrome-Vanadium—a 
steel that requires no explanations. 
Longer, lighter, thinner, stronger, with 
lean tapering jaws that take a firm 
grip where other wrenches cannot 
reach. Beautifully finished in nickel 
over copper with heads buffed bright. 
Guaranteed not to break or spread. 


DROP NY FORGED 


WRENCHES 





Attractive Stock and Display Boards, 
mail selling and counter materials are 
provided without charge. Prices and 
profits are protected. 


Armstrong Bros. Tool Co. 
“The Tool Holder People” 


Write for 3 
314 N. Francisco Ave., CHICAGO, U. S. A. 


Catalogs 
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Master “Jungle King” Pin Tumbler Padlock 


Has strong frame work of steel 
girders passing through the case, 
forming powerful supports which 
clasp entire structure into a unit 
of great solidity, says the Master 
Lock Co., Milwaukee, Wis. Fore- 
most among the inside parts is 
the large, solid brass cylinder 
with its highest grade nickel sil- 
ver pin tumblers and drivers. 
Heavy brass locking lever is shut 
off from the keyway by a steel 
pilfering protector. Inside and 
outside of case, cadmium rust- 


proofed. Two keys of highest 
quality nickel silver embossed, 
are accurate, strong and full 
sized to provide practically un- 
limited key changes, says the 
maker, At no extra charge it 
can be keyed alike or master- 
keyed for $2 net extra per dozen. 
Jobber distribution. Individual 
boxes of attractive design in sev- 
eral colors. Pack of six in at- 
tractive counter display 
dealer $2. List price, 50c. each. 


costs 


i alenanenenemamemnee 


Bees 





Yale Display Boards 


Offered free of charge with 
purchases of locks at regular 
dealer prices. No. OG62, 26 x 
8 in., carries ssortment of six 
auxiliary locks, listing at from 
50c. to $5.50. No. OG71, 18 x 
6% in., auxiliary lock board con- 
taining four numbers, listing 
from 60c. to $1.50. No. OF11 
and OF21, sizes 2214 x 11 in. and 
18 x 6% in., respectively, cabi- 
net and trunk lock display 
boards, containing popular as- 
sortments of locks listing from 
lic. to $1.25. No. OF21 is a 
revolving board, carrying locks 
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on both sides, and set out from 
wall or stock shelves on brack- 
ets. The Yale & Towne Mfg. 
Co., Stamford, Conn. 





Chase Dibble Trowel 
and Harrow 


Finished in polished brass 
with black enameled wood han- 
dles. Each item specially boxed. 





Chase Brass & Copper Co., Spe- 
cialty Sales Department, 200 
Fifth Avenue, New York City. 
Trowel No. 90015, dibble No. 
90012 and harrow No. 90024. 
Suggested retail selling price, $1 
each, 


Parker Fishing Bells 


Heavy substantial dock bells, 
made of heavy copper plated 





wire. Bell, nickel plated. Parker 
Wire Goods Co., Worcester, 
Mass. 


Stanley Flexible 
Rigid Steel Rules 


Feature push-pull action with 
blade always under control for 





easy setting for any measure- 
ment, says The Stanley Rule & 
Level Plant, New Britain, Conn. 
No ratchet mechanism or button. 
Six feet, graduated in inches and 
sixteenths, measures straight dis- 


tances like a zigzag rule, and 
cylinders, curves and angular 
shapes as accurately as steel 
tape, says the maker. Hook on 
end of blade. Watch size case. 
Stanley Four Square No. 1166 
has steel case 2 inches in diam- 
eter, satin chromium plated fin- 
ish, 14 in. wide steel blade, indi- 
vidually packed, six boxes in 
counter carton. Defiance No. 
1222 pull-push rule has 2% in. 
steel case, nickel plated, 5% in. 
wide blade, individual boxes, six 
boxes in carton. Both types 
give retailer 3344 per cent mar- 
gin. List prices, $1 and $1.50. 





Moore’s Reversible Table Top Range 


Permits use of oven section on 
right or left hand side of base, 
at will, without addition of any 


parts, says Moore Bros. Co., 
Joliet, Ill. Oven, burner section 
and base are separate units, 
which fit snugly together. 
Changes quickly and _ easily 
made. Finished in Royal Ripple 


porcelain enamel, shell ivory or 
sea green. Inner frame and base 




















of “heavy angle iron. Bakelite 
handles, compressed rock wool 
insulation, four double duty 
burners, self-lighter, 16 x 19 x 
13 in. oven, porcelain lined, re- 
movable linings and bottom, Hi- 
Lo broiler drawer, automatic 
heat control and large cooking 


top. Roomy partitioned utility 
drawer. Also in buffet range 
style. 





_ Line-O-Scribe Show Card Writing Machine 


Writes show card, window 
banner or price tag in one opera- 
tion. Writes in any color or 
combination of colors. Line-O- 
Scribe, Inc., Adrian, Mich., states 
that the machine is simple and 


easy to operate. Liberal guar- 
antee; units for every size of busi- 
ness. Cost ranges from $55 to 
$300, depending on size of card 
desired and amount of equipment 
included. 





HARDWARE AGE 
















— |) 7 DIXON'S 


MAINTENANCE FLOOR 


PAINTS 


all purpose 
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Dixon’s Maintenance Floor Paints are “all-purpose” in char- 
acter—will effectually assist the dealer in reducing stock and 
cutting investment in shelf go 


Made in 8 Colors—Dry in 6 to 8 hours 


Write for Special Deal No. 40 BF 
and Color Cards 


Paint Sales Division 


JOSEPH DIXON 
CRUCIBLE COMPANY 


Jersey City D N New Jersey 


Established 1827 









Construction 
“They Look Real’ Equipment 


for 


Toy Land 


Toy construction machinery on 
your counters will increase sales 


Just display Sterling 
Non-Splitz Nails and 
watch your Nail bus- 
iness increase. Each 
carton contains 5 
pounds—easier and 
quicker to sell. No 
wrapping or weigh- 
ing. 





$ POUNDS: NET 


8.COM 





The Industrial Caterpillar Derrick No. 292 
has an adjustable hoist and a bucket that may be 
raised or lowered independently of the hoist. The 
cab and crane revolve in a complete circle on the 
“Caterpillar” chassis. It is finished in red and * 
green with nickeled hoist and chain. 

&) 


Sete The Most 
' : Unusual Toy Mil 
of Them All te 


Accurately Measur- 
ed Cartons Insure 
Full Profit 


Sterling Non-Splitz is 
the better Nail — 
eliminates split wood 
—high carbon con- 
tent stock prevents Patented No. 1846709 

bending when driven—chisel ‘point. Oval shank fiits 
the grip—50 to 70% more holding power—8 to 10% 
more Nails per pound. 


This Sand Loading Shovel is new in toyland. It 
is unique in the manner in which it does its work. 
By the mere moving of a lever it scoops up the 
sand to raise it overhead and drop it in a car or 


be today for full information and how to get FREE truck to the rear. 
isplay Stand. ate 
NORTHWESTERN BARB WIRE COMPANY ARC AD — TOYS 
SINCE 1879 ARCADE MANUFACTURING COMPANY 
STERLING, ILLINOIS FREEPORT, ILLINOIS 
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Lightning Ice 
Cube Breaker 


Makes finely broken ice crys- 
tals of uniform size from ice 
cubes or chips from larger blocks 
of ice. Measures 9% in. high, 
5% in. wide, 6% in. long. 
Weight, 7 lb. Base, crank, handle 
attractively finished in green and 
red. Breaker heavily jmned. 


Green glass dish for receiving 
chipped ice is a regulation size 
furnished for electric refrigera- 





tors. Suggested retail selling 
price in east, $3.50. Dealer cost, 
$2.25. North Bros. Mfg. Co., 
American Street and Lehigh Ave- 
nue, Philadelphia, Pa. 








Nesco Thriftycook 
Hot Plate 


Combines hot plate on one 
side and electric casserole on 
the other side. Casserole has 
porcelain enameled removable 
inset. Wiring of heating unit is 





Two degrees 


around the sides. 
of heat, high and low for quick 


Casserole 
hot plate 
Plugs into 


or slow cooking. 
switch 425 watts, 
switch 1,000 watts. 
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wall outlet. Known as C 60. No. 
C61, double casserole has no hot 
plate, but comprises two cas- 
seroles, side by side, individual 
switches. Capacity of insets, 
two quarts, list prices, C 60, 
$11.75 in east, $12.75 west of 
Denver, No. C61, $12.50 in 
east, $13.50 west of Denver. 
National Enameling & Stamping 
Co., Inc., 270 N. 12th Street, 
Milwaukee, Wis. 





“Midget” New Haven- 
Westinghouse Clocks 


Have synchronous motor. Low 
power consumption, ample lubri- 
cation to insure long life and 
unusual quietness in operation 





are some of the features of this 
group of electric clocks says The 
New Haven Clock Co., New 
Haven, Conn. Alarm clock list 
prices $3.25 upwards; timepieces 
from $2.25 upward. Lantern 
alarm illustrated designed in old 
copper finish with sash to match, 
pebbled amber glass side panels, 
2% inch square dial in antique 
finish and bell alarm, list $7.50, 
with timepiece only, $6.50. 


Remco Embossed Brass 
Head Numeral Thumb 
Tacks 


For use on windows, screens, 
etc. Rustless. Numbers 1 to 25, 
26 to 50, 51 to 75 anc 76 to 100. 
Twenty-five numbers on _ each 
block, 12 blocks in a box, 12 
boxes in a carton. List price 10c. 
for 25 numbers. Bulk packing, 
25, one number, in a box, carton 
12 boxes, 12 cartons in shipping 
case. Robert E. Miller, Inc., 35 
Pearl Street, New York City. 





Measuring 15 by 28 inches, in 
two colors, contains a special as- 
sortment of two dozen Maydole 
numbers, including straight and 
curved claw types in a variety 
of sizes and prices to cover re- 
quirements of the average deal- 
er. Numbers, quantity and list 
prices: 4 No. 11% Maydole, 
$1.45, 2 No. 711% Maydole, 
$1.45, 4 No. 011% Octole, $1.10, 





Maydole Hammer Assortment Display 


2 No. 0711% Octole, $1.10, 4 
No. N 11% Norwich, 90c., 2 No. 


N711% Norwich, 90c. and 6 
No. S12, D.M.T., 75c. Retail 
value of assortment, $25.20, 


priced to give dealer 50 per 
cent profit on assortment. No. 
$12 is a new number. David 
Maydole Tool Corp., Norwich, 
N.Y. 








Lemaster Bubbler 
Fountain 


An _ automatic 
pigeons, poultry, etc. 


waterer for 


Howard 




















Renedict Dishers 


Indestructo No. 16, metal 
parts chromium plated, bakelite 
handle, sizes, 10, 12, 16, 20, 24 
and 30 to the quart. List, $2.50 
each, dealer cost $18.00 per 
dozen. Indestructo No. 14, metal 
parts chromium plated, wood 
handle with colored tip to indi- 
cate size. Sizes, 6, 8, 10, 12, 16, 
20, 24, 30 and 40 to the quart. 
List, $1.75 each. Dealer cost, 
$13.50 per dozen. May be 
cleaned by holding under stream 
of water. Benedict Mfg. Co., E. 
Syracuse, N. Y. 





Lemaster, Forest Glen, Md., 
states that it supplies fresh, 
clean water constantly, has noth- 
ing to get out of order. Foun- 
tain comprises control and water 
receptacle. Made of aluminum 
and brass. Operates on pressure 
or gravity supply. One-half inch 
pipe connection. Has no valves, 
springs or floats. Four gallons 
of water pass through fountain 
in twelve hours. Supply may be 
increased, decreased or cut off. 
Adapter permits use of fountain 
on any hose spigot. Suggested 
retail selling price, fountain, $1; 





fountain with protective top, 
$1.50; adapter, $1. Dealer dis- 
count, 3344 per cent. 
Armide Cutters 

For use in Armstrong tool 


holders, have cutter bits tipped 
with Armide, an improved car- 
bide cutting metal. Armstrong 
Bros. Tool Co., 317 North Fran- 
cisco Avenue, Chicago, IIl., state 
that it takes a keen edge and a 
high polish because it is an al- 
loy. The maker also states that 
Armide will not alloy with iron 
or steel and that chips do not 
weld on an Armide cutting edge, 
thereby permitting strong cutting 
angles and high running speeds 
with assurance of sharp edges 
and smooth cuts. Two types, in 
five ready-ground cutter forms. 
For general use in Armstrong 
carbide tool holders and other 
Armstrong tool holders. List 
prices, $9 to $18.50, according to 
size and length, in either squares 
or flats. 


HARDWARE AGE 














THEY’RE OFF 


Retails 
for 
with 
an Cents 





EDLUND 7 TOPOFF Jar and Bottle 
Screw Top Opener 


Instantly loosens stubborn 
screw covers and caps on 
mason, preserve and mayon- 
naise jars, olive and ketchup 
bottles, etc. TopOff adjusts 
and holds with a wrench-like 
grip. . A twist of the handle 
and the cap is loose. The op- 
eration is simple and fool- 
proof. Attractive and sturdy 
in construction. Jaws and 
gears are tempered steel. Noth- 
ing to get out of order. One 
dozen, with colored handles, 
assorted as desired, packed in 
handsome display container. 
Write for sample and quota- 


no -TOPOFF 
a New Product by 


EDLUND CO., Burlington, Vermont 





A simple twist and 
the top is loose 
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TIME TO CASH IN ON THIS 
SENSATIONAL SELLER .. . 


One hardware dealer (name on request) 
sold 23 Chapin Lawn Edge Trimmers. in 
3 hours displaying them in his window. 
Every home with a lawn a pros- 
pect! Digs a trench along the walk, 
uniform in width and depth, almost 
as quickly as you can walk along. 


FEATURE IT! 


Display the bright, attractive, 5 color win- 
dow card (supplied FREE with initial or- 
der for one dozen trimmers) and see how 
it attracts new business. Remember, 
here is an all-summer and fall seller! 


Order from 
your jobber 

. or write us 
direct if he 
cannot supply. 


The R. E. CHAPIN MFG. WORKS 
29 LIBERTY ST., BATAVIA, N. Y. 


NOW! Every Farmer with POWER 
Available Can Afford 






For Power Use 


The Harvest King is 
designed to help deal- 
ers secure the trade of 
farmers who have long 
wanted an_ honestly 
constructed, strongly 
braced power grind- 
stone at a popular 
price. The 


HARVEST 
KING 


Steel Roller-Bearing Grindstone 


meets all requirements and can be quickly set up. Sup- 
plied with a high grade “Cleveland” Grit stone noted 
for fast, easy cutting. Frame finished in Green and 
Black. Shipped folded complete, stone crated sep- 
arately to save.freight. Your Jobber will supply you. 
Send for Folder and Prices. 


THE CLEVELAND QUARRIES CO. 


& 


CLEVELAND OHIO 
28 West Broadway, New York 
* fg Lombard & Co., Inc., Boston, Mass. 
Noa New England Agency 

















Variety and 
Department 
Store has been 
waiting for this 
pencil to mark 

Cellophane packages 











Customers need 
this CELLOPHANE: 
































JUNE 23, 


1932 


Check 
ger Pencil 
Osrack Oren COsive Ocreen 
Name 
Address 
City State 

€ Vif 0 SM PENCIL ===> 
DQ: oS" eC. COMPANY, PHILADELPHIA, 
75 
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“Jenny Wren” 
Whistling Tea Kettle 


Made of aluminum, holds six 
cups and whistles while water 
boils. Riveted handle painted 
with black lacquer. Suggested 
retail selling price, $1.00. Deal- 
er cost 55c., lots of 44 dozen to 
1 gross. Price per gross, $72.00. 
Imported by Amy Drevenstedt, 
31 E. 10th Street, New York 
City. 





Tricold and Chilldaire 
Electric Refrigerators 


Tricold models have two com- 
partments, insulated from each 








other, large upper compartment 
for food storage, a smaller com- 


partment for freezing, quick 
chilling and frozen storage. 
Tricold Refrigerator Corp., 296 
Delaware Avenue, Buffalo, N. Y. 
Seamless white porcelain interior 
and exterior finish. Chilldaire 
has heavy walls, insulation and 
doors and an all cast aluminum 
chilling unit. Freezing coils run 
under and over each tray to pro- 
vide fast freezing. Temperature 
control, hydrating pan, rubber 
tray and chilling tray. Built in 
four sizes. 


Display Stand for 
“Devoe Best Colors 
in Oil” 

Has color chart. showing tints 
which may be obtained by mix- 
ing definite quantities of one or 
two of the oil colors with definite 
quantities of white. Colors in 


collapsible tubes, one inch in 





diameter, four inches long. For 
the home owner, desiring to use 
a color in flat finish, in enamel, 
or even in house paint, somewhat 
different from colors shown on 
standard color cards of manu- 
facturers, says Devoe & Raynolds 
Co., Inc., 383 Hamilton Avenue, 
Brooklyn, N. Y. Tubes packed 


in boxes of six each. 





Blaisdell Cellophane 
Marking Pencil 


May be used on cellophane, 
glass, china, silver, enamelware 
or any other type of glazed sur- 
face. Will stand considerable 
dry handling without causing 
smear or smudge, yet comes off 
quickly and completely with use 
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of damp cloth, says Blaisdell 
Pencil Co., 141 Berkley Street, 
Philadelphia, Pa. Available in 
the following five color leads: 
deep red, light red, deep blue, 
green and black. Paper wrapped, 
available with or without sharp- 
ening string feature. List price, 
$12.60 per gross. Samples avail- 
able. 





Climax No. 1 
Utility Cabinet 

Has full-mirror door, engraved. 
Constructed of sheet steel, fin- 
ished in white, jade green or 
ivory. Replaceable mirror, 11 x 
14 inch. Unit, 11 x 14 x 3% 
inch. Packed 6 of one color to 
Individual shipping 


a carton. 








cartons at small extra charge. 
Suggested retail selling price, 
$1.25. Climax Wall mirror No. 
5, suggested retail price 50c. to 
59c.  Attractively etched, fur- 
nished in: white, jade green or 
ivory. Measurés 11 x 14 x % 
inch, packed 6 of one~color to a 
carton. The Hamilton. Metal 
Products Co., Hamilton, Ohio. 





Stark ‘“Electroblast” 
High Speed Muffle 


Furnace 


Offered in connection with the 
“Electroblast” Gas-Electric Blow 
torch. Furnace fitted with high 
grade muffle and unusually heavy 
insulation of a new type mak- 
ing it possible to attain a tem- 
perature of 1600 degrees in six 
minutes, high speed tempera- 
tures in from fifteen to twenty- 
five minutes, with a maximum 
of 2600 degrees, says Stark Tool 
Co., ‘Waltham, Mass. Dimen- 
sions of muffle: 6% x 3% x 2% 
inch, inside. The maker states 
that it is designed so that scale 
is practically eliminated. While 
intended for use with “Electro- 
blast” torch it may be fired by 
any blowpipe of equivalent ca- 
pacity. List price complete with 
torch, $70.00. 





No. 666 Fire 
Chief Trix 

Sturdy construction. Fire bell 
rings as it pulls along. Packed 


in individual box, 24 to a car- 
ton. Suggested retail selling 
price, $1 in east, slightly higher 
in the west. The Gong Bell Mfg. 
Co.,- East Hampton, Conn. 





‘“‘Reg’Lar Fellers” 
Sports Equipment 

A complete line of youths’ 
sporting goods is described, illus- 
trated in a circular put out by 
The P. Goldsmith Sons Co., Cin- 
cinnati, Ohio. Line includes 
baseballs, gloves and mitts, ac- 
cessories, boxing equipment, 
basketball and track equipment, 
footballs and football equip- 
ment. Window displays, coun- 
ter displays, consumer’s pack- 
ages and special packages to as- 
sist dealer. 


Improved Electrimmer 
Hedge Trimmer 


Has re-designed blade, assur- 
ing successful performance in 
grass cutting, for trimming 
around flower beds, trees, walks, 
and between flag stones and ter- 
raced sod, says Skilsaw, Inc., 
3310 Elston Avenue, Chicago, 
Ill. Will cut hedges six times 
faster than hand clippers, with 
a steady flow of power that 
enables anyone to do a perfect 
job, says the maker. Weight 
six pounds. May be operated 
from any light socket. Power 


is greater than previous models. 
Switch has been improved. 





HARDWARE AGE 
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RUBBER TIPS 
ANDBUMPERS 


These fast selling replacement Y 

items have thousands of uses on 

doors, desks, walls and furniture 
used on door stops, furni- 


for the elimination of noise and 
ture, closet seats and hundreds of other uses in the 


the prevention of scratches. Every 
home. 
RUBBER HEAD NAILS 


home, retail store, school-house and 
Carefully molded of unusually durable rubber, these 


municipal building in your community 
is a prospect, and should be followed up 
nails offer good protection wherever inexpensive bump- 
ers are required. 6 stock sizes. 


by your outside man. 
ELASTIC STEM TIPS 


SLOTTED SCREW TIPS 
A tip made entirely of rubber. Used for protecting 
desk top equipment from scratching, on desk covers 
closet seats, and in several larger sizes for chair 
legs. Inserted without the use of glue, screws 
or nails. 
—_- -__ 















popular demand for a 





Manufactured to fill the 
Send for Catalogue No. 50 


ry 

















The. ELASTIC TIP COMPANY 
BOSTON _370 ATLANTIC AVE. MASSACHUSETTS 























Something Worth Talking About 
When You Sell 


The “Ajax” 


my poy = Bie 














TYPH 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 

The reversible bevel side. plates present a 
pleasing and neat appearance when applied to the 


door. 
~«(CHICAGO)—~ 


‘SPRING HINGES 
Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S. A. 











CHRADE ()AFETY 
Push Button Knife 


No Break 
Jager ne 


Safet 
Side 





Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


Trabe AVERLASTINGLY SHARP MARK 


Manufactured exciusively by 
SCHRADE CUTLERY CO. Walden, N. Y. 
Also manufacturers of «a complete line 
of Schrade regular type pocket knives 
Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 











NOW 


DOUBLE IN SIZE 
NO ADVANCE IN PRICE 


Today GOTTSCHALK’S METAL SPONGE 
is the biggest value ever offered for 10c. Made 
twice its former size of the same high quality 
special bronze alloy ... packed in the sanitary 
Cellophane bag and nationally advertised it 
appeals instantly to every hougewife. Give this 
fast turnover item prominent display and 


watch sales increase. 


Write for Samples and 
Price List 


Metal Sponge Sales Corp. 
John W. Gottschalk, Pres. 


Lehigh Avenue and Mascher Street 
Philadelphia, Pa. 


THE ORIGINAL-SANITARY 


METAL SPONGE | 
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CRUCIBLE TJ BRAND 


Trade Mark Reg. U. S. Pat. Off. 
FULLY WARRANTED 
The Perfect Cutting Shears 





ALL You DO 
4S TURN THE SCREW 


NEVER TOO LOOSE eS NEVER TOO TIGHT 

These Shears are assembled with - special 
“Lockset” Lock-nut Device, embodying an entirely 
new principle in keeping snugly together both shear 


pe 
passes through an anchored tube, 
(Special La Ledbone fastened to hs latter) and will 
YOU TURN THE 


not loosen or tighten UNTIL 
SCREW WITH AN ORDINARY SCREW DRIVER. 


Made in 7” and 8” sizes in the Straight and Bent 
Trimmer Patterns with Full Nickel and Japan 


Handles. 
ur Jobber does not carry “Crucible” 


Lock We Shears, write us and we an name nearest 
Jobber. 


THE ACME SHEAR COMPANY 
Knowlton and Joseph Streets 
BRIDGEPORT 
We Sell to the Wholesale Trade Only 


CONN. 











(TRADE MARK) 
STERILIZED 


UPHOLSTER TACKS 


MoRE.MD- 


MADE 8Y 








UPHOLSTERERS demand “San-i-tacks”’ 


because they are completely sterilized and eliminate any 
possibility of infection. If you are a distributor of Uphol- 
ster Tacks, you owe it to your customers to furnish 
“San-i-tacks.” A trial order will convince you and will 
please them. 


HOLLAND MFG. CO., Baltimore, Md. 
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T can easily be seen why the use of the 28-pound 
“tailor’s goose” was discontinued years ago. 
The huge irons pictured on each side of the small 
iron were used at a tailor’s shop in Madisonville, 
Tenn., more than 100 years ago. They are now 
being displayed by the Lowery Hardware Company 
at Madisonville. The smaller “tailor’s goose” 
weighs 15 pounds. These clumsy irons were made 
at iron works on the Tellico River in what is now 
known as the Cherokee National Forest. The fur- 
nace of the old iron works was recently unearthed 
when a forest crew was constructing a road. 
These crude irons were not used in the South 


after 1882. 


Heads Up, Business Men! 


UR law-makers “up on the hill,” as they ex- 

press it in Washington, haven’t rendered a 

very satisfactory account of themselves dur- 

ing the most trying months of our economic illness. 

Our bankers, whom we usually look to for hope 
and a helping hand in times of stress, have certainly 
made a mess of it, to say the least. 

American Business, on the other hand, has won 
new laurels for its willingness to face facts and to 
adjust itself to changing conditions. If Business 
could be given complete control of the present situ- 
ation, without the reactionary influence of Congress 
and Banking, it wouldn’t be long before we would 
really “turn the corner.” 

Criticize Congress and the Bankers all you will. 
They undoubtedly deserve it. But pin your hopes 
for future prosperity on the courage and creative 
genius of American Business, which is doing a real 
job in the way of house cleaning and prosperity- 


preparing. 





Do you want to find who manufactures 
some product you have been looking 
for? Write the “Who Makes It?’’ page. 
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Convention Calendar 


AMERICAN ASSOCIATION OF MASTER LOCKSMITHS, FIFTH 
ANNUAL CONVENTION, Roval York Hotel, Toronto, Ont., 
Canada, Aug. 8, 9, 1932. Walter S. Orrell, secretary, 
Grand Lodge, 206 Pearl St., New York City. F. Schlifer, 
president, Toronto Chapter, 927 Bloor St., W., Toronto, 
Canada. 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
ConveENTION, Hotel Marlborough-Blenheim, Atlantic City, 
N. J., Oct. 17, 18, 19, 20, 1932. Charles F. Rockwell, sec- 
retary-treasurer, 342 Madison Ave, New York City. 


Iowa Retart HarpwaRE ASSOCIATION 35TH JUBILEE 
CONVENTION AND HarpwarE SHow, Des Moines, Feb. 14, 
15, 16, 17, 1933. Merchandise exhibit will be held in the 
Coliseum and all sessions in the Venetian Ballroom of 
the Hotel Savery. Philip R. Jacobson, secretary, Mason 
City. 


MIcHIcAN Retait HARDWARE ASSOCIATION CONVENTION, 
Grand Rapids, Feb. 14, 15, 16, 17, 1933. Harold W. 
Bervig, secretary, 1112 Capital Bank Tower, Lansing, 
Mich. 


NATIONAL House FURNISHING MANUFACTURERS ASSOCIA- 
TION, sixth annual exhibit, Stevens Hotel, Chicago, III., 
Jan. 8 to 14, 1933. Warren Edwards, secretary, 228 N. 
La Salle St., Chicago, II. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, Hotel 
Marlborough-Blenheim, Atlantic City, N. J., Oct. 17, 18, 
19, 20, 1932. George A. Fernley, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 





Throughout the country, windows of vacant stores are 
being utilized to display merchandise of various types. It 
is a commendable movement tending to minimize the de- 
pressing effect of empty stores upon the mind of the 
public. It is additionally valuable in directing attention 
to those stores that are still doing business at the old 
stand. This photo shows a store window in Hattiesburg, 
Miss., which was cooperatively dressed with Hercules 
Powder Co.’s products. The several hardware stores names 
appeared on the central show card. 
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OTHER BRAIDED CORDS: 





SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


f quality forits particular use. 


ore am asrterteler tack 
‘There IS a Difference in Sash Cord’’ 
COTTON TWINES 


Send for catalogue, samples and selling information 








50% Dealer Profit in this 


Special Maydole Assortment 


This new assortment 
of Maydole ‘Best 

















= QUALITY HAMMERS — Sellers,’’ convenient- 
David Maydole Too! Corporation, Norwich, New York rd = . 2s . at- 
tive dis vents 

Choose from This Assortment a Hammer for Your Needs ten, includes, ham- 





mers of the famous 
Maydole quality in 
sufficient variety of 
types, sizes and 
prices to cover the 
requirements of the 
average dealer. And 
the dealer enjoys a 
50% profit. 

Write or ask your 
jobber for complete 
details. 


David Maydole 
Tool Corp. 
Norwich, N. Y. 






































IT’S Always 


“Housefurnishing Time” 


Items for the house- 
hold are always needed 
—there’s nothing sea- 
sonable about them. 
This is why so many 
dealers stock and push 
housefurnishings the 
year ’round. 


If you are not enjoy- 
ing the steady income 
that a good stock of 
housefurnishings pro- 
vides, you are missing 
something worthwhile. 
Look over the advertis- 
ing pages of Hardware 
Age and put in a stock 
now! 


Hardware Age 
239 West 39th Street, New York 
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U.S. 
REFRIGERATOR 


SET 
NO. 3 


Porcelain Enamel on Heavy Steel Shapes—Triple Coated 
THREE HANDY DISHES FOR LEFTOVERS 
BUTTER, LARD, ANYTHING 
Food May Be Reheated Without Removing From Dish 
AVAILABLE IN U. S. WHITE-IVORY or GREEN 
Write for circular describing complete refrigerator line 


United States Stamping Company 
Quality Enameled Ware Moundsville, W. Va. 


RETAILS FOR 
$1.25 


REGULAR $2.25 VALUE 











~ 


» 


"i 
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NOW IS THE TIME TO 
PUSH AND DISPLAY 


Everedy No. 150 Gear Top Capper 
Everedy No. 400 Syphon Filter 


These two big sellers for the home bottling 
season now are being nationally advertised in 
Liberty and in newspapers in leading cities from 
coast to coast. Be sure you have them in stock. 
Order from your jobber. And write for free 
“Jumbo Ads” to display in your window and at- | 
tract more business to your store. 


THE EVEREDY CO. 


FREDERICK MARYLAND 


FOR THE CONVENIENCE 
OF YOUR CUSTOMERS 


To help your customers in their 
selection of proper Stanley Hard- 
ware and Fook, we offer you 
these two pocket size catalogs. 


Catalog No. 41 describes the 
full line of Stanley Hardware. 


Catalog No. 34 describes the 
up-t te line of Stanley Tools. 


Send for a small stock of these 
oks. Your customers will 


find them most useful 











gas THE STANLEY WORKS [STANLEY J 
cr, New Britain, Conn. Sw) 


STANLEY HARDWARE & TOOLS 





NOTICE 


July 21st Issue: The Florence page is one of the 
most unusual and interesting advertisements ever written. 
Send for a copy of ‘‘The Big 3 — and Profits for me!” 


FLORENCE STOVE CoO. 
GARDNER, MASS. 


Manufacturers of Oil Ranges, Ovens, Space Heaters, 
Range Burners — Gas Ranges and Electric Ranges 











 \ 





Sell COLUMBIAN— 
the Most Modern 
Rope a 






Columbian does not keep up with the times — 
it keeps always ahead of them. Every modern 
improvement will be found, perfected in 
Columbian Tape-Marked Rope. 
Sell your customers Columbian — the greatest 
value giving rope on the market. Send for a 
copy of our folder, “What Waterproofing 
Really Means.” 
COLUMBIAN ROPE COMPANY 
Auburn- -. “The Cordage City”, N. Y. 
CHICAGO BOSTON NEW ORLEANS 





BRANCHES: — NEW YORK 











Now! A COMPLETE NEW LINE 
OF BEAUTIFUL, IMPROVED 


BISSELL’S 


Sony The new Bissells, improved 

ss! in appearance and in per- 
™ formance, represent a great- 
=3 er value than ever before. 








OLD and the NEW. Dotted lines Write for details. 
show height and shape of old “ 
‘ model “Grand Rapids” sweeper. 
Bissell Carpet Sweeper Co., Grand Rapids, Mich. 
New York Office & Expt. Dept., 46 West Broadway, New York 

































A Big Seller ; 
in Screen Time J 
Every Housekeeper who sees 


Moore Embossed 
Numbered Screen Tacks 


on a dealer’s table or counter will purchase 
a set. 
In Boxes, 1 to 25, and up to 100. 
Duplex Sets on Mounts, 1 to 15, and up to 90. 
Order today from your Jobber 


MOORE PUSH-PIN CO. 





NE! 


Poultrymen know the health of their 
flocks demands cleanliness, particularly 
in feed, and drinking water. Moe Poul- 
try equipment has been time tried and 
tested. That’s why Dealers find Moe’s 
Line favored by successful poultry raisers 
—and naturally a profitable line to handle. 


» HOEFT & COMPANY 


2305 Davis Street, North Chicago, Il. 


| al | <n fe | 
More Profits for Dealer and Poult 
| Oe 














Wayne Junction Philadelphia 





80 





Write for Our Catalog 
A Sanitary Fountain 


HARDWARE AGE 














INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is 


published as a convenience and not as a part of the advertising contract. Every 
No allowance will be made for errors or failure to insert. 


care will be taken to index correctly. 





A 


Be ee eae 
Allith-Prouty Co. ...........- 
American Chain Co, ........<. 
American Fork & Hoe Co...... 
American Gas Machine Co...... 
American Handle Co. ........ 
American Housewares Exhibit... 
American Screw Co. .......... 
American Sheet & Tin Plate Co. 
American Stainless Steel Co... 
American Steel & Wire Co..... 
American Window Glass Co... 
Ames - Baldwin - Wyoming 

Re oecaisin spied oo vie 


BN Se Us oo 0 kc ence ccices 7 


Armstrong Bros. Tool Co...... 
NE OE a eee 
pe a . See 


Manecck, W. W:,; Co... cs.ss 
Bassick Co. 2. cccsscssccescsss 


Bethlehem Steel Co. .......... 
Bicknell Lumber Co., J. F.... 
Bismarck Hotel, New.......... 
Bissell Carpet Sweeper Co.... 
Blaisdell Pencil Co............. 
Bommer Spring Hinge Co...... 
Book-Cadillac Hotel ........... 
Boston Varnish Co. ............ 
Boston Woven Hose & Rubber Co. 
Brinkman Engineering Co...... 
Oe So eer 


aeeeny SySOM oie ccceas 
Burnley Battery & Mfg. Co... 
Burroughs Adding Machine Co. 


Cc 


Canvas Products Co........... 
RMrmOrtt CG, oo cass cesses 
Se 
Champion Hardware Co....... 
Chapin Mfg. Works, The R. E. 
Chicago Roller Skate Co........ 
Chicago Spring Hinge Co...... 
Clarke Sanding Machine Co.... 
Clay Equipment Co.........5. 
Clemson Bros., Inc........e0- 
Cleveland Quarries Co........ 
Cleveland Wire Spring Co...... 
6 SE oe ree 
Columbian Enameling & Stamp- 
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[SE er a eee re eae a 


Columbia Phonograph Co., Inc.. 

Columbian Rope Co........... 

Consolidated Merchants Syndi- 
EE vir cry ate a aearcaece 


Continental Screen Co......... — 


Copper & Brass Research Asso- 

SAS Py eee 
Corbin Screw Corp............ 
Corning Glass Works ERO eee 
Crescent Tool Co............- 
Cyclone Fence Co............. 


ee 
Dazey Churn & Mfg. Co....... 
Delco Appliance Corp.......... 
Diamond Calk ee Ce. 

BE SR Rs Mess accck cacceice 
Disston & F alg REOME Ts 66:66:00 
Dixon Crucible Co., Joseph.... 
Domes of Silence.............. 
Sota EIR. COs o v's cies sc ccece 
Duluth Show Case Co........ 
Durable Toy & Novelty Co.... 
a “ie De Nemours & Co., Inc. 





Ne TE Cia ors cecsheseses 
Edison Lamp Works.......... ° 
0 A eee ere 
TS a ere 
Electric Sprayit Co..........¢- 
SE Rb catddeiso-ake sileabe 


F 


Fate-Root-Heath Co. ......... 
Federal Enameling & Stamping 


jE eS oe 
Worsvere BEG COs.oo< ciccvucvive 


G 


General Electric Co., Nela Park 
Gilbert & Bennett Mfg. Co..... 
= Metal Folding Furniture 
REE POR asian aoe sisiawies a 
Goodrich, B. F., Rubber One, 

Goodyear Tire & Rubber Co:. 

Gtat me Demey Cock cscs cscs 
ED OS se 
CHrisWOld BATE: COs. .sica:c sc vices 


H 


Hammond Paint & Chemical Co. 
Harrington-Richardson Arms Co. 
Heller & Co., Cah ttab ene az 
Hillerich & Bradsby eae eae ate 
es Se eee 


Holland Mfg. eer re 
Hoppe, Inc., Frank A......... 
pO ORY oe 


BEE NSU is 5 Se aswieeiéess in 
Humphryes Mfg. Co.......... 
Hutchison Engineering Co.. 


I 


Independent Lock Co........... 
Indiana Steel & Wire Co...... 
Eewin Ateer BR Cos. ccc vcce 
CIN oR, A) - SP eee 
S908: COPPOTNEIOR. 6 bs5. cise ceees 


J 
— Arms & Cycle Works, 


Re eds uava-e sitar ernns £6 ahs 
Sina Mfg. Co., Nestor...... 
Justrite Mfg. Ce 


K 


Kelly Axe & Tool Works of the 

American Fork & Hoe Co... 
Kester Solder Co... seis cccccss 
Keystone Steel & Wire Co..... 


Mame Bie, Coes soos occbice 
Kingston Products Co.......... 
NGI GOR, Wins ose cvcecses 
Knape & Vogt Mfg. Co........ 





Pt 


L 
Landers, Frary & Clark...... 
Libbey-Owens-Ford Glass Works 
RE COM ies 0b sins b cae nes 
Laie GS C6 icin cvnssnsve 

M 
McLaughlin Gormley King Co.. 
McKinney Mig. Co........:.. 
Marshalltown Trowel Co....... — 
eeetee Eee (COs 55 6.5: 600cK 508: a 
Maydole Tool Corp., David... 
Metal Sponge Sales Corp...... 
Miller Inc., Robert E.......... 
Milwaukee Stamping Co....... 
Montague Rod & Reel Co...... 
Moore Push Pin Co...... eneee 


Myers & Bro., Co., F. E....... 


N 


National Carbon Co............ 
National Cash Register Co....... 
= Enameling & Stamping 
National Weal Cte. noc ses done 
Teattome! Mie. CO. 6.66 sceccss 
Nelson Mfg. Co., Inc., L. R.... 
Nicholson File Co............ 


Nineteen Hundred Corp....... - 


PENS COPD Si o's ice thin secon ais 
Northwestern Barb Wire Co... 


ee OORT oie Cadedconsa 
Oeterio Tite CG. oo. cis coves 
Oetorn Mig. CO..scascciceces 


P 
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lL Slat | 


| 
> | 


15 


Page Steel & Wire Co....... - 


Patent Novelty Co............. 


Peck, Stow & Wilcox.......... - 
Penn. ED, ee ane eee — 


Pennsylvania Lawn Motor Wks. 
Perfection Stove Co........... 
Peteras Cartridge Ce. ...006.000% 
ME NN Cc x oseaon-s-wid sie 6d os 
Pittsburgh Plate Glass Co. 
(Paint & Varnish Div.)..... 
Pittsburgh Plate Glass Co. (Ren- 
nous Kleinle Div.)........... 
Pittsburgh Steel Co............ 
Plymouth Cordage Co......... 
Progressive Mfg. Co........... 


Re ee On esiak enc s cmate seas 
Remington Arms Co., Inc .. 
Renvhlic Steel Corp. (Unson Nut 


iv.) 
Reynolds Wire Le - 


Richards-Wilcox Mfg. (o.. 
Robertshaw Thermostat Co...... 
mane. “Chical Coe sae <csinencs 


! 


Ny BOO OO a50.40.00 60 as _ 


Russell, Burdsall & Ward Bolt & 
pS Se pectin et eae 





s 


Samson Cordage Works....... 
Sands Level & Tool Co...... 
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Sandvik Saw & Tool Corp..... — 


Savawe Arms Cotp....... cise 


Schalk Chemical Coa. ......... - 


DO MEI, CBiicccccvncacecs 
Schradé Cutlery Co... ccsccs 
Semet We Cee 6 cic cn cucescas 
Shapleigh Hardware Co. ...... 
Sheffield Bronze Powder & Sten- 

Cs ee ostacewcuemeseed 
Shelby Spring Hinge Co....... 
Shelton Tack CO. 6s6c5:+ cxecscwi 


12 
77 


Sherman Mfg. Co., H. B...... - 


Signal Electric Mfg. ce i ela sip 
Sills DSR. COis.. cccnveevcncs 
Simmons Hardware Co......... 
Skelton Shovel Works of the 

American Fork & Hoe Co... 
Slaymaker Lock Co............ 
Standard Tool Co. 22.56. 6cccce 
BIOS WOEEE. aicicas ss cckinienes 
Star Heel Plate Co......52..+ 


Stewart Iron Works Co., Inc... - 


Stewart-Warner Corp. ......... 
Sammerheat Corp. ....0.e8s8< 
Swartzbaugh Mfg. Co. ........ 


T 
Trow & Holden..........ce00- 
Tubular Rivet & Stud Co.... 
Tucker Duck & Rubber Co... - 
Turner Brass Works......... -— 
U 
Union Hardware Co.......... 
Ty. SS. Costes Ge. ve cccecces 
Oy: See Cae. ocd cxyaesaws 


U. S. Stamping Co. .......+.- 


Valspar Corp. ...-.sesceccese 
Vaughan Novelty Mfg. Co...... 
Vichek Tool Co. ....ccccccces 
Vogue Craft Studios.......... 
Vollrath Cos cccccccccssasvcce 
Voss Bros. Mfg. Co........+.++ 


w 


Warren Mfg. Co., J. D......... 


Western Cartridge Co......... -- 


Westinghouse Flectric & Mfg. Co. 


Westinghouse Lamp Co......... -- 


Wickwire Bros. .......-.ceee- 
Wickwire Spencer Steel Corp... 


Winchester Repeating Arms Co. . 


Witt Cornice Co. .....cccccvces 
Wooster Brush Co.........+.. 
Worthington Co.. George...... 
Wright Steel & Wire Co., G. F. 


Y 


Yale & Towne Mfg. Co......... 
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THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT 


JUNE 23, 1932 


APPEAR IN THIS ISSUE 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... 
Each additional word........... 


All Capitals, Minimum of 50 words.. 4.00 
Each additional word.........+-. 08 


Allow Seven Words for Keyed Address 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will 


BOXED DISPLAY RATES 


Bh fmeh ccccccccccccccccscccccc sc cOB.00 
Each additional inch..... ccccccers 400 


Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 











Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 


not be reforwarded 








HELP WANTED 


EXPERIENCED HARDWARE MEN will 
find it to their advantage to register with this 
bureau for positions. We are called upon from 
time to time to fill vacancies in the hardware 
industry and we need clean cut, thoroughly ex- 
perienced men. No registration fee required. 
ASSOCIATED PLACEMENT BUREAU, 152 
W. 42nd St., New York City. Wisconsin 7-1802. 








SALESMAN WANTED-—We have an opening 
for an experienced wholesale hardware salesman 
to represent us in the territory embraced by 
Greene, Columbia, Dutchess and Ulster counties, 
New York. A dealer following in the territory 
described is desirable. Address Underhill Clinch 
& Company, 84 White Street, New York, N. Y. 





SALES REPRESENTATIVES 
WANTED 


MANUFACTURER'S REPRESENTATIVES 
WANTED—DManufacturer’s representatives with 
following in hardware trade wanted to repre- 
sent New York manufacturer of patented locks. 
Plenty of good territory open in all parts of the 
United States. Protected territory. In applying 
give full details in first letter, exact territory 
covered, lines handled now, firms represented, 
references and class of trade you call on. Only 
those whose reputation can be thoroughly ex- 
amined need apply. Address THE THRED- 
LOCK COMPANY, INC., 1029 East 
Street, New York City. 





163rd 


SALES REPRESENTATIVES 
WANTED 








ROPE SALESMEN wanted for New Jersey, 
Delaware, Pennsylvania, New York, Michigan, 
Indiana. Sideline 5% commission. Address 
UNITED FIBRE COMPANY, 82 South Street, 
New York City. 








Sales Representatives Wanted 


SALESMEN now calling on the Whole- 
sale and Retail Hardware and Paint trade, 
to carry a complete line of DUO BLADE 
SCRAPERS, for floors, wood, paint and 
boats. Our line is being bought freely by 
some of the most prominent accounts in 
the country and we need the services of 
several hard-hitting specialty men who 
know how to do missionary work with the 
dealers and who can launch a line and 
deliver, in order to round out our sales 
organization. The following territories are 
open: Connecticut, N. State, except 
N. Y. City, Carolinas, Georgia, Florida, 
Alabama, Tennessee, Kentucky, Michigan, 
Mississippi, Illinois, except Chicago, 
Arkansas, Texas, Oklahoma, Nebraska, 
Iowa, Dakotas, Montana, Wyoming Colo- 
rado, N. Mexico, Arizona, Utah, Nevada, 
etc. Patented products, little or no com- 
petition, a straight 10 and 15 per cent 
contract and full credit on repeat business is 
offered to men who will work and plug a 
line. We are one of the few factories who 
are behind on deliveries in these times. 
Tell us about yourself and whether you 
can cover this class of trade and get results. 


VOSCO TOOL COMPANY 
1625 N. Hancock St., Philadelphia, Pa. 
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SALESMAN calling on the retail Hardware 
Trade. Metropolitan territory. Thoroughly ex- 
perienced selling Hardware, House Furnish- 
ings, represent fast-growing distributor of the 
above lines. Must have following, know the 
bus.ness, and be a live wire. Liberal Commis- 
sion. State full particulars as to territory cov- 
ered, experience, and lines handled. Address 
J-832, care of HArpware AGE, New York City. 





SALESMEN WANTED—To sell Malleable, 
Cast Iron and Drainage Fittings, Pipe Nipples, 
Pipe Couplings, Unions, and Brass Goods at 
7%% commission on direct and repeating orders. 
Write for full details. Address CINCINNATI 
NIPPLE & MFG. CO., 1557-69 Gest Street, 
Cincinnati, Ohio. 





REPRESENTATIVES 
Kentucky, Missouri, 
Wisconsin (other 


MANUFACTURERS’ 
to cover Tennessee, Iowa, 
Texas, Kansas, Nebraska, 
states closed) on new  fleating-type faucet 
washer. Nothing like it. Sensational seller— 
jobbers and dealers invariably repeat within 30 
days. Commission. Give full details, also pres- 
ent lines. Address DUCHARME PRODUCTS, 
INC., Western Reserve Bldg., Cleveland, Ohio. 


SALESMEN WANTED with _ established 
builders’ hardware trade. Splendid opportunity 
for right men. Straight commission with full 
credit for repeat business. State experience, 
companies represented and territory covered. 
Address Box J-831, care of Harpware AGE, 
New York City. 








BUSINESS OPPORTUNITIES 


FOR SALE: Long established hardware, 
paint, sporting goods and electrical store with 
plumbing shop. Located in heart of shopping 
district of town of 3,500 Eastern New York State. 
Inventory with modern fixtures ‘$13,500. Small 
overhead. ‘Large 3-story brick building lease or 
sell. Address Box J-824, care of HARDWARE 
Ace, New York City. 








IN THE MARKET for hardware store not 
exceeding $10,000 in stock and fixtures. The store 
may be located anywhere in the Metropolitan 
District or within 300 miles. If interested, ad- 
dress Box J-821, care of Harpware AGE, New 
York City. . 


SALES ACCOUNTS WANTED 








LINE WANTED 


Old established manufacturer with thirty 
first-class representatives calling on paint 
and hardware stores throughout the East- 
ern half of the United States, is seeking an 
additional line of merchandise or some 
item that is salable to paint and hardware 


stores, to include in a line of machinery 
now being sold to dealers. An exclusive 
arrangement preferred so as to give rep- 


resentatives full credit on all orders go- 
ing into their territories. Please quote 
prices, very best discounts and furnish lit- 











SALES ACCOUNTS WANTED 


MANUFACTURERS’ REPRESENTATIVE, 
selling hardware jobbers and large dealers needs 
additional lines. Territory extends from Louis- 
ville, Ky., to Wichita, Kansas. Experienced 
selling Builders’ Hardware and Tools but will 
consider kindred lines. Successful eight years 
record in territory and _ necessary attention 
given lines assures you efficient representation. 
References from present connections. Address 
Box J-825, care of Harpware Ace, New York 
City. 


WOULD like to add one or more reputable 








lines on a commission basis, territory covered. 
Metropolitan District (Radius of 100 miles) 
from New York City. Can carry stock, if 


necessary. Address Box J-828, care of Harp- 
wArRE AGE, New York City. 











erature. Address Box J-822, c/o Hard- 
ware Age, New York City. 
HARDWARE SALESMAN, age 39, with 


established trade calling on wholesale and large 
hardware dealer trade in Missouri, Nebraska, 
Iowa and Southwestern states seeks one or two 
additional lines on commission basis. Address 
Box J-823, care of Harpware Ace, New York 
City. 





POSITIONS WANTED 


EXPERIENCED HARDWARE MEN with 
many years of training in the hardware industry 
are continuously filing applications in this bu- 
reau for positions. All applicants realize condi- 
tions and are ready and willing to cooperate 
100% with hardware firms desiring their ser- 
vices. If you are in need of clean cut, well 
trained men in any parts of the metropolitan 
district of New York just phone this office and 
you shall receive “prompt attention. ASSOCI- 
ATED PLACEMENT BUREAU, 152 W. 42nd 
St., New York City. Wisconsin 7-1802. 








POSITION WANTED—Work Wanted in any 
branch of hardware business. Manufacturing 
wholesale, or retail. By a young man of 41 
years, unmarried, of good character, habits and 
a willing worker. Fifteen years general retail 
store experience, specialized in Builders’ Hard- 
ware for past seven years. Can furnish char- 
acter reference. Reasonable salary expected. 
Central States preferred. Address Box J-812, 
care of Harpware AcE, New York City. 





SALESMAN, middle-aged, married, reliable 
and of neat appearance, well acquainted with the 
Hardware, Furniture and Department Store trade 
in Illinois and Eastern Iowa, desires connection 
with reliable manufacturer or large jobber. Have 
sold this trade for past eight years. Can furnish 
best of references and car for use on territory. 
Address Box J-781, care of Harpware Acz, New 
York City. 





TRAVELING SALESMAN, well acquainted 
with New England hardware trade, 15 years suc- 
cessful selling experience, now available for 
manufacturer or jobber desiring energetic and 
intelligent representation in all or part of that 
territory. Salary or commission and expense. 
Address Box J-813, care of Harpware AcE, New 
York City. 


HARDWARE AGE 











~ CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





POSITIONS WANTED 


POSITIONS WANTED 








large corporation. 


included: 


(1) 
(2) 


(3) 


(4) 
(5) 


Training their salesmen, 


them on financial matters. 


university. 


which is frequently sought. 
tunity for discussion is invited. 





Do You Need New Blood in 
Your Finance Department? 


A man of unusual qualifications is available for a position of responsi- 
bility, requiring executive ability and a comprehensve knowledge of 
practical finance and accounting ‘interpretation. 
business experience and background to be financial executive of a 


During the last thirteen years he has been associated with one of 
the largest investment banking houses. 


Managing their office, effecting a complete revision of their 
office records and the installation of a cost system, 
Preparing security issues for the market and following 
the fortunes of the companies, 

Assisting in programs of expansion and reorganization, etc., 
Contacting large industrial companies and advising with 


He was born in the Middle West and was graduated from an eastern 
He enjoys excellent health. Twenty-five years of expe- 
rience have developed a spirit of cooperation and seasoned a judgment 
He is diplomatic but forceful. 


Address Box J-819, care of Hardware Age, New York City 


He is competent by 


At different times his duties 


Oppor- 








tk 





I WANT A JOB selling for a reputable 
manufacturer. ave covered every territory, 
have sold through wholesalers and enjoy a wide 
acquaintance in the industry. Have specialized 
in cutlery and have been recognized as a capable 
merchandiser, promoting the sale of staple hard- 
ware and related specialties. Address WILLIAM 
J. DRESS, 35 Clark St., Brooklyn, N. Y. 





POSITION WANTED—Hardware Clerk fully 
experienced in Retail Hardware, Housefurnishings 
and Paints; Christian; Single. ation desired, 
New York and vicinity. Age 34; Chauffeur’s 
license; references. Address Box J-797, care of 
Harpware Ace, New York City. 





EXPERIENCED and reliable man desires 
several lines to sell to the retail and wholesale 
hardware trade and department stores of New 
England. Commission basis if desired. Address 
JOSEPH G. STEVENS, 440 Newbury St., 
Boston, Mass. 





HARDWARE CLERK—Experienced general 
hardware, house furnishings, paints, oils, roofing, 
sheet metal, plumbing supplies, card writer, good 
buyer and manager, conscientious and_ steady. 
Salary secondary—any place, New York State 
preferred. Address Box J-811, care of Harp- 
warE AcE, New York City. 





BU YER—purchasing agent—experienced in 
ergineering equipment, metals, hardware, build- 
ing supplies, tools; good executive; familiar syn- 
dicate buying; able to handle your export busi- 
ness. Address Box J-808, care of HARDWARE 
Ace, New York City. 


EXPERIENCED TRAVELING SPECIALTY 
SALESMAN with initiative and real selling abil- 
ity, clean-cut and convincing, desires connection 
with manufacturer who sells to Wholesale Hard- 
ware, Auto, Factory, Sporting Goods or Seed 
Jobbers, Large ‘Dealers, Railroads, Industrial 
Plants. Pleasing personality, convincing, excel- 
lent references. Address Box J-773, care of 
Harpware AGE, New York City. 





HARDWARE MAN, 29, seven years _thor- 
ough experience managing a Wholesale and Re- 
tail Hardware and Housefurnishings store on 
Long Island, desires similar connection, New 
York or vicinity. Would also consider outside 
sales position with manufacturer or wholesaler. 
Good sales and general business abilitv, reliable 
and real hard worker. Address Box J-826, care 
of Harpware AcE, New York City. 





YOUNG MAN, 25, single, who has for the 
past four years called upon the jobbing trade of 
greater New York, Pennsylvania and New Eng- 
land is anxious to grow with some reliable, pro- 
gressive mapufacturer. Territory immaterial— 
salary secondary but must have a_ promising 
future. Best of references. Address Box J-830, 
care of HArpware AcE, New York City. 





ACCOUNTANT SYSTEMATIZER — Books 
opened and_ closed. Accountant, Bookkeeper, 
experienced in Hardware, has three days per 
week and evenings open. Chicago and Suburbs. 
If you have not work for permanent accountant, 
would be pleased to handle on a monthly basis. 
Address Box 7462-A, care of Harpware AGE, 
802 Otis Building, Chicago, Ill. 





POSITION WANTED. Manufacturer’s Rep- 
resentative desires connection. A high-grade 
merchandiser with eight years’ experience with 
one manufacturer throughout twenty-four states. 
Age 29, married. Work any territory. Invite 
reply for personal interview. Address Box 
J-834, care of Harpware Ace, New York City. 
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MAN, age 30, experienced Hardware, House- 
furnishings and Paints in or near New York 
City. Good locksmith. Can manage store. 
Knowledge of buying. Employed at present 
time, but have good reasons for wanting to 
change. Address Box J-833, care of HARDWARE 
AcE, New York City. 


POSITIONS WANTED 








desires position 
Manufacturer or 
Clerk, Accoun- 


AGGRESSIVE Young Man 
with good reputable concern. 
Wholesaler. Experienced Order 





tant, Production Manager and Salesman. Capable 
Department Head. Associated with one firm for 
fifteen years. Possess best desired reference. 
Address Box J-820, care of HARDWARE AGE, 
New York City. 

WANTED—Permanent connection with man- 
ufacturer of specialties selling to wholesale and 


in general hard- 
r of 


Am experienced 
and 


retail trade. 





ware and specialties, paint coatings, 
also familiar with the trade in Western Penn- 
sylvania. Address FEF. W., 6307 Penn Ave., 
Pittsburgh, Pa. 

EXPERIENCED Tool and Cutlery salesman, 
familiar with jobbing and department store trade 
throughout the country, especially East and Cen- 
tral West. Age 36, single, free to travel, de- 
sires connection. Address Box J-824, care of 
Harpware Acre, New York City. 








Wheelsof 
Industry 


Write to your jobber 
today for any of the 
merchandise _adver- 
tised in these pages. 
Don’t wait for the job- 
You 


ber’s salesman. 


may forget. 
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A NEW ADVERTISING EDITION OF 


KITCHEN GUIDE 


The Hardware Trade Cook Book is now available in 
paper covers, with your ad prominently printed on the 
front, at a price so low you can afford to give it away 
with a 50c sale! Book consists of 250 pages, containing 
more than 1000 selected recipes and household hints, and 
it boosts the retail hardware store from cover to cover. 


INDUCE WOMEN TO VISIT YOUR STORE 


They dote on GOOD Cook Books, and THIS one, with its 
hardware slant, offers an excellent opportunity to incite 
their interest and draw their purchasing power. Write 
for sample. 


THE BUNTING SYSTEM, North Chicago, Ill. 


Stock and Profit with 


“G&B QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 
SCREEN WIRE CLOTH: 

“PEARL 
‘ACME” ELECTRO GALVANIZED 
PAINTED BLACK 
COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Established 1818 America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


WIRE 
OF ered ok 


GéB 


QUALITY 


Propuct ts 4 








New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 




















Withstood the Test of Time 


The COES Knife-Handle Wrench has withstood every ‘ 
test for 91 years. During this long period it has 
served millions of users for shop, store, farm and P 
home requirements. Thousands of dealers always 
recommend it for general use. They know it will best 
serve the purpose intended. 


Your Jobbber Will Supply You 


BEMIS & CALL CO. 
Springfield Mass. , 








SPEED UP 














Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post ‘card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 















Wedges & Shims 


Made Stronger 
and 
Last Longer 


Trow & Holden Co. 


Barre, Vermont 








Send for Our New Catalog 


ee PRODUCTS 
BIG SELLERS 


COBBLER OUTFITS and Shoe 
Lasts and Stands are in big 
demand right now. Shoes are 
worn longer — men are “half- 
soling their own.” Display Ply- 
mouth Cobbler sets on your 
counter and in your window 
and watch them sell. Pl 
Products also include “Gem,” 
“Little Giant,” ‘Never Fail” 
and “R & H” Corn Shellers and 
“Rapid” and “Korn King” 
Grist Mills. Write for catalog 
and low prices. 


THE FATE-ROOT-HEATH CO. 
1322-1358 High St., 
Plymouth, Ohio 


N 
onl NERA, 
BOOT,°SHOE 


COBBLER REPAIRING 











New Way 


The Sanitary 
SPEAR-CAP 


Spears the cardboard cap on milk bot- 
tles, instantly without touching any 
part of cap. Opens and reseals the 
milk bottle without the Qld Way 
usual splashing and spill- 
ing of cream. Made of 
Aluminum with Nickel-Silver 
Eevery home a 





Frosted 
spear. Never corrodes. 
prospect. Retails at 10 cents. Steady prof- 
itable seller. Ask your Jobber. 





ROBERT E. MILLER, Inc. 


35 Pearl Street New York, N. Y. 











_ ALL-ARMORED 
CONSTRUCTION 


A wax-compound top for a flashlight 
battery is out of date now! Eveready 
uses a metal top. In fact, Eveready’s 
power-producing ingredients are sealed. 
in . 
fy n 
VERE? Evereadys are in better shape to stay 

ex fresh in your stock, and last longer in 
arr: your customers’ lights! Display Ev- 
ereadys. Take advantage of their im- 
provements and the national advertising. 
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JUNE 23, 





GOOD LUCK 


BOSTON WOVEN HOSE & RUBBER CO. 


1932 


mn ie 


MORE SOLD 
Than any other kind 





Used and recommended by canning experts for 21 


‘years. Sure to seal. Easy to open. No tugging. No 


prying. One big lip instead of two small ones. New 
live rubber that stays alive. Safe for all methods of 
canning. Original “cold pack” jar rubber; still the 
leader in this field. Nationally advertised. More sold 
than any other kind. Sales for 1931 show splendid in- 
crease over 1930. A larger profit. And a bigger repeat 
business, for you. THAT’S GOOD LUCK JAR RUB- 
BERS with the Big, Handy Lip. 


Jar Rubbers 


Cambridge, Mass. 


Largest Makers of Fruit Jar Rings in the World 
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DOWN-DRAFT— 
HOT-BLAST / 


Improved Down-Draft, 
Hot-Blast consumes the 
gas and smoke, with a 
saving of fuel. 

Washington Super- 
Furnaces have radiation 
areas of twenty times 
the grate areas, a ratio 
used in the construction 
of best basement fur- 
naces, and giving two 
to three times greater 
radiating surfaces than 
other heaters. 





Bur -Watnut 


_ aang ieee 


Gray & Dudley designers 
have scored another great 
success in the development 
of this new, modernly beau- 
tiful porcelain finish for The 
General Washington — 
Leader among cabinet heat- 






SRP 


ee oR. 






Rs Fs 11 





GENERAL WASHINGTON 
‘Worthy of the Name’ 


The burl walnut graining duplicates that of 
fine furniture and is applied by an exclusive 
process orginated in our plant. 


Seven sizes in this one style enable you to meet 
every heater requirement. Also made in 3 sizes for 
burning wood and 3 sizes for gas. 


. Send today for complete new catalog and prices. 


GRAY & DUDLEY COMPANY 
NASHVILLE, TENNESSEE 
Established 1862 


GENERAL 


WASHINGTON 
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SUPER-FURNACE 


HARDWARE AGE 
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